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STAR learn 


Because the blades are outstanding in quality 
—cut better and stay sharp longer—sell faster 
and bring repeat sales. 


Tungsten and “Moly” 
Hand and Power 


Because the modern metal boxes are strong 
and attractive—protect the blades better and 
are handier to use—can be kept cleaner and 
have improved display value. 
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Also .... STAR 
Hack Saw FRAMES 
in four styles... . 
to fit STAR blades 
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IKE SOME LITTLE BOYS, some paint 
brushes may be made of things that 
hardly could be expected to win pretty 
and flowery compliments from those who 
must put up with them. 

First, it takes fine bristle to make fine 
paint brushes. Not the kind that’s in 
your bootblack’s brush, nor yet the sort 
that takes the shop dust off your suit- 
coat before you hie yourself home. 

Best of all bristle is from the backs of 
Chinese hogs, tediously collected by 
coolies—and these days brought through 
dangerous war zones. Here is bristle 
that has the valuable split ends or flags 
which force paint into the surface. Here 
is bristle that remains flexible, oily; that 
makes for a smoother job; that brings 
those customers back to your store to say 
—‘Swell brush you sold me, mister!” 


20s and Snatts 
and Lippy Log Lails 


Isn't it just good sense to know what 
the brushes you sell are made of. to be 
certain the brush that goes out won't 
come back? Isn’t it better to handle 
paint brushes with a name, rather than 
to be called names? 
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What goes into a Wooster Brush? A fair ques- 


tion! Genuine Chinese bristle . .. bristle that, 


HAVE YOU SEEN 










THE NEW 





upon arrival at our factory, is cleaned and 
treated by a special mothproofing process .. . 
bristle that is finer, longer wearing, never 
fingers or flares, does a smoother job. 

Brushes are hand formed, the bristle em- 
bedded in Foss-Setting, the sensational rock- 
like base which prevents shedding, swelling, 
splitting. A sturdy ferrule, a balanced handle 

and there you have the famous brush that all 
America knows, the quality brush made of the 
stuff that makes profitable sales! Before you 
buy any brushes, have your distributor’s sales- 
man show you this nationally-known line and 
explain the unusual Wooster merchandising 
plan. The Wooster Brush Company, Wooster, O. 


WOOSTER BRUSH BAR? 
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No. 758 —$1.50 No. 840— $2.25 


No. 773 — $1.25 


No. 713 —75¢ 


No. 143 — 50¢ 


buy Yale locks throu : 
Yate: merchandisers are, si’ent, b 
the Yale Padlock Pakadé always 


And fourth « 
THE NAME YAL E THE SALE 


oe you have the latest YALE K MERCHANDISER? 
You thewld Bo Ils locks. 


THE YALE & _— MFG. CO. 


STAMFORD, CONN. U.S.A. 
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Saving of batteries by plugging in 
AC-DC current when available make 


EROSLEY portables highly saleable! 















MODEL B-549A (Right) 4 fast seller 


because it 
has so many uses in the home and out of the home— 
appeals to ALL members of the family—and pre- 
sents a great big value.in its saving of batteries when 
a light socket is available to plug in the AC-DC 
extension. It’s a splendid radio. You'll find its per- 
formance in reception and clarity of tone delight 
all who hear it. 
The switch over from batteries to AC-DC electric 
current is automatic, which is a leading selling fea- 
ture. Weight only 12 lbs. Com 


plete with 200 hour batteries $24.95 


it’s “hot.”’ It moves swiftly at 









MODEL B-439A (Above) !lere we have the minimum 


in portables without sacri- 
ficing good quality, tone, volume and performance. 11 lbs. 
in weight. Size 11 x 614 x 534 inches. Air- 2 95 
plane luggage fabric adds smartness. Sold 18: 


with batteries good for 200 hours. . 


PORTABLE COMBINATION 
MODEL B-5549A (Right) is an unmatchable value 


and a strong Christmas item 
because it’s a 24-lb. combination of the 549A chassis and a 
husky spring wound motor. Equipped with the automatic 
switch over from batteries to AC-DC current when outlets are 
available, it promises economy in operation. 1 to 8 records 
can be stowed away inside with every- = 9 95 
thing snug and tight for toting anywhere. 39: 
Complete with 200 hour batteries... . 


The Crosley line is ALL fast moving with superhets at 
$9.99, 2-band 7-tube superhets at $19.99. Other table 
models to $29.95. Consoles from $39.95 to $69.95 to 
deluxe combination consoles with Capehart record 
changers at $114.50. 


Prices slightly higher in South and West. 


THE CROSLEY CORPORATION, Cincinnati "Powel Cnostiv"'s.., presiaent 
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BLAKE & LAMB 


The links on the chains of BLAKE & LAMB Steel 
Traps are strong enough to hold any fur bearing 
animal—from a weasel to a wolf. But—they are 
no stronger than the links of the old established 
chain of distribution of Maker - Jobber - Dealer. 
Which is one reason why BLAKE & LAMB, “the 
steel trap of the hardware trade”, is growing in 
popularity faster than any other brand made. If 
you are a dealer, ask vour jobber. If you are a 
jobber—vwrite to us for reasons why, with BLAKE 
& LAMB, you can meet and beat any form of 
competition. 


The trapping season 
has already started in 
some sections of the 
country and will soon 
be at its peak every- 
where. Now is the 
time to cash in on 
BLAKE & LAMB— 
the “better trap at a 
lower price”. In both 
Long Spring pattern 
(shown at left) and 
Under Spring (shown 
below) BLAKE & 
LAMB represent the 
outstanding steel trap 
value of the year. 








( MAKER |) JOBBER \) DEALER 











THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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Informal Editorial Comments 





$113.400,000 :-— 


This large sum of money is the 
estimated part of 1939 Christmas 
Club savings that will be spent in 
various retail stores to purchase 
Christmas gift items. The grand 
total of such savings will approxi- 
mate $350,000,000 but these club 
checks are seldom distributed be- 
fore Dec. 1, so that no matter how 
far incumbent Presidents may ad- 
vance futurg Thanksgiving Days, 
we can’t get a part of the Christ- 
mas Club savings until Dec. 2 at 
the earliest. A well-organized na- 
tional movement supported by all 
national retail groups, would prob- 
ably bring about an advance in the 
dates of Christmas Club savings 
distribution. There is no banking 
reason why Dec. 1 is selected. 
These clubs operate on the basis 
of 50 weekly payments and then 
a check at the end of that period. 
The time of starting could be ad- 
vanced and thus the 50-week peri- 
od would likewise move forward 
so that these checks could be made 
available in time for Thanksgiving 
Day. Friday, the next day, could 
really start the holiday buying 
activities. As this Friday is nor- 
mally a school holiday (in most 
states) the idea. of Christmas Club 
checks, in hand, a little earlier 
would appeal to the public, any- 
way to that part (practically one- 





third) which uses this money for 
gift purchases. 


Patman Law:— 


The resourceful Representative 
Wright Patman has not given up 
his fight for a federal chain store 
tax law, despite the assorted re- 
buffs this proposed measure has 
received from various independent 
retail organizations which have 
voted against his latest bill. The 
National Retail Hardware Asso- 
ciation approved this measure at 
its national gathering in 1938 at 
French Lick Springs, Inc., but 
withdrew its support at Cincin- 
nati, Ohio, in July, 1939. Mr. 
Patman is now reported to be 
planning to rewrite the bill to ex- 
empt only chain gasoline filling 
stations whose merchandise is lim- 
ited to petroleum products. Under 
such a plan the so-called super- 
station selling radios, bicycles, re- 
frigerators, tires, cooking utensils. 
stoves, etc., would be definitely 
subjected to the proposed tax levy 
but the gas and oil stations not 
selling other lines would not. This 








By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


may woo successfully the many 


chain gas stations that are not in 
the super-station class, but it still 
does not, in my judgment, make 
this a desirable legislative curb. | 
still believe that it sounds good 
but isn’t. 
state chain store tax laws is not 


The history of many 


conducive to support for a federal 
law of this type. 
have a way of broadening at the 
base and it is possible that a fed- 
eral chain store tax measure might 
develop later into a general tax 
law that would tax the privilege 
of being in the retail business. 
seldom _re- 
pealed. Instead professional poli- 
ticians find means for using the 
thus acquired and then 
seek a means for making a fur- 
ther application of such taxing 


Tax measures 


Tax measures Are 


money 


principles. 


Fair Trade Survey :— 


The Federal Trade Commission 
is now tackling the second phase 
of its survey on fair trade laws as 
they exist in 44 states. The first 
part of the study was gathered by 
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FTC field men in Columbus and 
Mansfield, Ohio; Chester, Pa., 
and Wilmington, Del. (although 
Delaware is not yet in the fair 
trade column). The second step 
in the FTC plan is to obtain from 
200 or more manufacturers of 
cosmetics, foods and drugs confi- 
dential data based on their experi- 
ences under fair trade contracts 
embellished by their opinions of 
fair trade after giving it some 
trial. Presumably these three 
fields were selected because of 
their early interest and applica- 
tion of fair trade contracts. The 
Commission hopes to find out 
whether fair trade contracts have 
eliminated “undesirable competi- 
tive trade conditions” or whether 
they have brought on new “unde- 
sirable conditions in trade.” Part 
of the plan is to compare retail 
prices of June 30, 1939, with 
prices six and 12 months before 
that date when many fair trade 
contracts became effective. An- 
other question in the minds of 
FTC deals with “what if any” or- 
ganized dealer pressure has been 
exerted to force fair trade con- 
tracts and “what if any” steps 
have been taken by any dealers to 
avoid or evade fair trade con- 
tracts. It is understood that the 
FTC hopes to complete its report 
before June, 1940, when its find- 
ings will presumably be made 


public. 


| 


So Far So Good: 


Without a doubt the FTC sur- 
vey of fair trade practices and of 
resale price control is a proper 
study but under the announced 
procedure it does not seem to be 
sufficiently complete. As yet there 
appears to be no consideration 
given to the wholesale and retail 
opinion and experiences with mer- 
chandise now under fair trade 
contract. A manufacturer who 
has lost a huge volume order from 
a mail order house or chain store 
group, because he placed his goods 
under fair trade, might very easily 
be bitterly opposed to the entire 
idea and, from where he sits, feel 
that fair trade has retarded his 





gross volume. He would not make 
such an opinion public among his 
dealers but might willingly so tes- 
tify to the FTC in a confidential 
report. Therefore some distribu- 
tor opinion, direct from represen- 
tative wholesalers and_ retailers, 
(and not solely from FTC field 
men who studied four cities) 
should be included in the FTC’s 
plan of study. Also in the study 
of manufacturer opinion some 
producers of goods sold in hard- 
ware and other retail lines should 
be included that the final study 
may have the benefits of more 
angles than can be given by cos- 
metic, drug and food producers. 
The retail hardware association, 
cannot legally high pressure indi- 
vidual manufacturers into fair 
trade contracts, but they can and 
should request FTC to investigate 
distributor opinion and to con- 
sider hardware manufacturers in 
the present study of fair trade 
laws. 


Television :— 


For several years [ have mar- 
veled at some very mediocre radio 
television demonstrations, which, 
despite their mediocrity, were truly 
examples of modern magic. Al- 
ways there was a blur, indistinct 
audibility, a most limited program 
broadcast consisting of a mere 
matter of feet perhaps across a 
room. Until very recently I had 
never seen a home demonstration 
on a home type set, such as is now 
available commercially at many 
leading radio producers. Harry 
Clark of Andrew Radio Co. put on 
the show in question at his home, 
presenting the television broadcast 
of the motion picture film “Abra- 
ham Lincoln in Illinois.” I heard 
and saw this entire feature film 
sent out from a New York City 
station. It was a genuine revela- 
tion for clarity of tone and visual 
reproduction, and was as different 
from the ones I had _ previously 
seen and heard as day is from 
night. Now I know that radio 
television is here, and I have high 
hopes that it will soon be developed 
sufficiently to become practical 





hardware store merchandise. 
Necessarily, current equipment is 
relatively expensive, compared to 
present day price levels on regular 
radios. But when one realizes that 
with television you have the com- 
bined sound and view effects of 
the movie theatre with a wide vari- 
ety of future program possibilities, 
the selling price is not excessive. 
At the present time, radio tele- 
vision has two large obstacles to 
surmount before the equipment 
can have widespread distribution 
and public acceptance. To begin 
with the reproduced images are 
too small. Some magnifying or 
enlarging equipment must be de- 
vised on a practical and not costly 
basis. The second obstacle is the 
present limitations of distances, 
approximately 50 to 75 miles for 
radio television broadcasts. With 
these two problems, now under in- 
tense research, I feel confident that 
real progress can be expected just 
as currently real progress can 
truly be reported. When these im- 
provements arrive there will be a 
scramble for dealerships. If hard- 
ware dealers expect to derive some 
of the profitable future business 
volume that improved television 
will surely offer it will be well to 
think about this line and watch 
developments closely. 


No Hurry :— 


I am not suggesting an immedi- 
ate headlong rush into television, 
but I do urgently recommend that 
thoughtful consideration be given 
this new home entertainment mar- 
vel. The dealers who get into the 
selling picture early will be the 
ones to reap the most benefits. 
Television should become, when 
further perfections are available, a 
new and important major item. 
That such equipment may require 
service facilities is very likely and, 
therefore, it does not offer all 
hardware dealers future profit pos- 
sibilities. But to thousands of 
hardware stores now rendering 
other service work, television 
merits immediate interest and per- 
haps participation at a date earlier 
than most of us now realize. 
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when you sell chains 
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The ACCO No. 38 SALES-MAKER aug AIN | J 


reaches all your customers 


During the time the ACCO No. 38 SALES-MAKER has 
been at work it has gained the respect of thousands of 
hardware men. These men are impressed with the effi- 
cient way it sells chains—and are very pleased with 
the profits it has earned for them. 

Give the ACCO No. 38 SALES-MAKER a small space 
in your store where it can carry on its good work. Put 
it where your customers can see the popular lines of 
American Chain with which it is stocked—and the results 
will take care of themselves. 

This is a good month during which to push: 


ACCO Towing Chains Elwel Machine and Coil Chain 
ACCO Log Chains ACCO Slip and Grab Hooks 
ACCO Proof and BBB Coil Ajax and Elwel Breast Chains 
Chaing Campbell and ACCO Cotter Pins 
Weed American Bar-Rein- S Hooks 
forced Tire Chains All Chain Fittings and Attach- 
Weed Emergency Unit Chains ments 


AMERICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 
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CA COTTER PINS 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 


AMERICAN CHAIN DIVISION ¢ AMERICAN CABLE DIVISION # ANDREW C. CAMPBELL DIVISION @ FORD CHAIN BLOCK DIVISION ¢ HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION e MANLEY MANUFACTURING DIVISION # OWEN SILENT SPRING COMPANY, INC. e PAGE STEEL AND 
WIRE DIVISION # READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION ¢ WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
CHAIN COMPANY, LTD. © IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. ¢ THE PARSONS CHAIN COMPANY LTD. ¢ I” Business for Your Safety 
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ew Store—New Customers— 


When Eaton & Wilson Co., New London, 
Conn., opened its new store over /00 
people were on hand for the opening 


and 1000 attended its paint preview 
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In center 
is cashier’s 
office with the 
steel goods at the 
left and displays of 
tools at the right. The 
battery of tables shown 
in the center features 
displays of housewares. 


ORE than 700 people at- 
M tended the grand open- 
ing of the new store of 
the Eaton & Wilson Co., New Lon- 
don, Conn., which was held on the 
evening of Wednesday, Aug. 2. 
Prior to the official opening, the 
firm held a preview featuring a 
paint demonstration which suc- 
ceeded in attracting more than 
1000 interested persons to the new 
establishment. According to the 
proprietors, Henry V. and Joseph 
A. Mono, the new store is making 
a decidedly favorable impression. 
New customers are visiting it daily 
and the up-to-date construction, 
layout and fixtures seem to attract 
a class of customers with more 
money to spend. 
A little over a year ago, the old 
store and building were completely 


Marine and house paints are at 
the left of the entrance with 
the sporting goods next in line. 
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demolished by fire and flood as a 
result of the hurricane which swept 
the coast. The new fireproof build- 
ing, erected on the same location, 
incorporates many modern con- 
struction features such as glass 
building blocks, ceiling ventilators 
in skylights and a modern struc- 
tural glass front. These, together 
with the modern store arrange- 
ment and fixtures, provide excel- 
lent merchandising facilities which 
are producing results. 


Announcements 


The grand opening was an- 
nounced through local newspapers, 
a section of the paper being de- 
voted to advertisements of con- 
gratulations by suppliers, all of 
which created interest and stimu- 
lated attendance in the coming 
event. Coca-Cola and cigars were 


ew Business 








given to those visiting the store 
between the hours of seven and 
nine during the evening of the 
opening. 

Surplus stock space on the main 
floor is one unusual feature of the 
store. Sidewall fixtures are set out 
from the wall approximately 7 ft. 
on each side. Surplus stock 
shelves are constructed in this 
space and entrances are at the ends 
and in the center of the fixture ar- 
rangement. As a _ result, sales- 
people do not have to leave the 
floor, except in rare instances, and 
customers can be waited on more 
promptly. This also saves steps 
for the employees. 

Marine hardware and paints are 
important lines and are located in 
prominent positions in the store. 
Household and marine paints are 
shown at the front to the left of 
the entrance. while the complete 








line of marine hardware occupies 
space at the front and to the right 
of the entrance. Builders’ hard- 
ware stock is located toward the 
rear on the same side. A particu- 
larly attractive display of tools, 
which can be seen as soon as one 
enters the store, occupies the space 
in front of the office across the 
rear to the right and steel goods 
are shown on the left. Sporting 
goods are next to the paint depart- 
ment on the left side of the en- 
trance of the store. 


Floor Layout 


Three batteries of tables and 
two platform spaces comprise the 
floor layout. Round end tables head 
the outside batteries and a cutlery 
case with sloping glass top and 
front opening stock drawers heads 
the center unit. Step-up display 


Marine hardware is shown in the sidewall fixtures and larger items on the tables in the foreground. 


Glass block windows furnish ample daylight. 


The entrance to the surplus stock behind the fixtures 


is shown in the center. The inset at top gives a closeup view of this concealed stock arrangement. 
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Round end tables facilitate customer circulation through the wide 
aisles and serve to intensify the effect of modern streamlining. 


units are used on several tables 
featuring small goods. 

Practically all the merchandise 
displayed in sidewall fixtures is 
priced on price cards fastened to 
the inside of the panel doors. 
Stock on the shelves behind the 
panel door is keyed to the samples 
on the outside of the door so that 
it is easy for salespeople to find 
every item of stock. The same key 
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number appears on the price card. 
With this plan even a new em- 
ployee can find the item in the 
stock and obtain the correct price. 
Carrying prices of items in this 
manner also simplifies putting 
goods into stock, since they do not 
have to be marked, and price 
changes can be made with the 
minimum of effort. 

The new building is approxi- 
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mately 75 ft. wide by 75 ft. deep. 
Modern offices are located across 
the rear. The cashier’s and book- 
keeper’s offices are in the center, 
with private offices for the owners 
and a waiting room for salesmen 
on either side. 


Added Facilities 


The basement under the entire 
building is used for heavy hard- 
ware and surplus stocks. All mer- 
chandise is loaded and unloaded 
here and customers’ trucks can 
drive to this loading platform. A 
private parking lot adjoins the rear 
for use of customers. 

A fertilizer room in the base- 
ment is an unusual feature. Here 
all fertilizer stock is stored in an 
air-tight room with direct ventila- 
tion to the outside. In this way 
all odors go directly outside the 
store. The basement location 
makes it very convenient to load 
this material and only a limited 
stock is on display on the main 
floor during the season. 

The layout for the new store 
was planned and the fixtures pro- 
vided by W. C. Heller & Company 
of Montpelier, Ohio. 


The structural glass front of black and beige advertises the store as thoroughly 


modern. Window backgrounds are omitted so passersby can see the store’s interior. 
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View of the Central Hardware Company’s show 
in the St. Louis Municipal Auditorium. 








They Derived a Three-Fold Benefit When They 


Staged a Lool Fashion Show 


Stine tools is the thing 
the Central Hardware 
Company of St. Louis, Mo., does 
best. Not only to the professional 
craftsman but to the hobbyist as 
well. 

Last year, convinced that every 
man and boy has a natural liking 
for tools, the store sponsored a 
woodworking contest to kindle the 
ever-growing idea of woodworking 
as a hobby. Highly successful, the 
contest was considered as much 
a civic event as a commercial en- 
terprise. Sales results were so 
gratifying from the good-will 
created that the company decided 
to let the momentum continue on 
its well-guided course. 
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The Central Hardware Company, 
St. Louis, Mo., gained sales, good will 


and a prospect list from a three- 
day show which attracted 5,000 


This year the Central Hardware 
Company has gone a step farther 
in its campaign by staging one of 
the most unique tool “fashion 
shows” ever put on in that section 
of the country. Every conceivable 
type of power and hand tool was 


gathered from the company’s 
stocks, in which are represented 
the leading manufacturers in the 
industry. These tools were segre- 
gated into family groups, dressed 
up in appealing fashion and placed 
in decorated booths. A large ex- 
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One of the newspaper ads. It was 
7 in. deep and 5% in. in width. 


position hall at St. Louis Munici- 
pal Auditorium was leased for a 
gala public presentation. No ad- 
mission charge was made. 

It was a three-day show, start- 
ing Oct. 12 and ending on the 
14th. On display were power 
tools, hand tools, precision tools, 
vises, wrenches—in fact, tools of 
every description, with every item 
presented to appeal to the eye as 
well as to the pocketbook. 

To apprise the public of this 
unusual event, advertisements 
were placed in the papers and an- 
nouncements were broadcast over 
the radio. Direct mail was also 
used in the form of an invitation 
card sent out under first-class 
postage. So thoroughly was this 
job done that a large number of 
visitors were on hand when the 
doors opened early Thursday 
morning. 

Attendance was steady through- 
out the day and evening. Much in- 
terest was manifested in the booths 
housing power tools, and a crowd 
was ever present as the large saws 
and drills spun into action. Actual 
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demonstrations took place con- 
tinuously with skilled attendants 
in charge of each booth. 
Wandering through the exposi- 
tion hall, one saw the latest types 
of hack saw blades put through 
punishing tests; stream-lined blow 
torches doing their work with 
efficiency; power driven lathes 
turning out furniture legs; power 
saws cutting lumber; hammers 
heing hefted. micrometers being 


tested. Something interesting was 
taking place in every section of 
the hall at all times. 

Every small detail had been 
worked out with such thorough- 
ness that visitors seemed to take 
the attitude they were being enter- 
tained. With this attitude in mind, 
visitors were anxious to register 
their names and addresses in a 
book provided for that purpose. 
All new names appearing in this 
book, after old customer names 
have been checked off, will be 
added to the mailing list. 

“To make this show a success,” 
said General Manager David L. 
Oxenhandler, “we had to have the 
full support of every employee in 
the three stores as well as every 
department in the organization. 
It took months of planning. We 
wanted an atmosphere of com- 
plete harmony to predominate at 
the show. To create an atmos- 
phere of this sort every small de- 
tail had to be checked and re- 
checked, but we believe that is the 
way to build permanent good- 


will.” 
The results? They speak for 
themselves!) Approximately 5000 


visitors attended the show; saw 
hundreds of newer and finer tools: 
learned how to handle and pre- 
serve them, and more important 
than all else, they had a chance 
to see the completeness of Central 
Hardware’s stock of tools. 

The garment industry has its 
fashion show, the automotive in- 
dustry has its auto show, and the 
Central Hardware Company its 
tool show, which after all is an- 
other reason why selling tools is 
what the Central Hardware Com- 
pany of St. Louis does best. 


Picketing by Consumers 


N a labor dispute may an or- 

ganization of consumers lawfully 
picket the employer’s place of busi- 
ness, especially after picketing by 
the union has been enjoined by the 
Court? 

In New Jersey recently the Court 
restrained a union from picketing a 
store. Thereafter a consumers’ or- 
ganization picketed the place and 
distributed to prospective customers 
and passersby handbills urging a 
boycott of the store and alleging 
that the store was anti-union. The 


store sought the protection of the 
Court, which issued an injunction 
restraining the consumers’ organiza- 
tion from picketing. 

“The avowed purpose of the con- 
sumers’ organization in picketing the 
store and distributing the handbills,” 
the Court pointed out, “is to induce 
or compel the store owner to accept 
the demands of the union and by 
the same method to persuade or in- 
duce other persons not to deal with 
the store. This is unlawful and 
constitutes secondary boycott.” 
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“All work and no play makes Jack a dull boy” 


Here is a group of five enthusiastic anglers—all Connecticut hardware- 
men—with a string of 23 good sized bluefish landed in Long Island 
Sound. The cheerful fisherman acting as “anchor man” for the string of 
fish is Charles Freeman, Collins & Freeman, Branford, Conn., and secre- 
tary of the Connecticut Hardware Association. Seated are Earl Seaman 
F. T. Blish Hardware, Manchester; Henry Hitchcock, Woodbury, and Nel- 
son A. Daniels, The Jordan Hardware Co., Willimantic. Joseph Palmer 
The Dickerman Hardware & Supply Co., Wallingford, holds the right end 
t of the string. Messrs. Seaman, Hitchcock, Daniels and Palmer are all t 
past presidents of the Connecticut Hardware Association. This quintet = 
of accomplished fishermen has made a trip on the Sound each year for 
the past three years, under the sponsorship of Don Schively, contact man 
between the utility companies and the Connecticut Hardware Associa 
tion, the five hardwaremen being members of the hardware organiza- 
tion's committee that contacts the utility companies. The picture was 
taken aboard the ‘Wanderer’ of New London, a boat that gained fame 
for successfully riding the Sept. 21, 1938, hurricane which raged over 
Long Island Sound and other eastern waters. 
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HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS. MANUFACTURERS AND THEIR SALESMEN. 
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90 per cent of Mexico’s 
trade came to us during 
the World War. Will this 
war do the same for us? 


OW that the war in Europe 
is an actual fact and not 
just a threat, Mexico, and 


the other Latin-American coun- 
tries, find themselves cut off from 
the European sources of supply. 
Many foreign countries, Germany 
in particular, have been selling 
at prices frequently 50 per cent 
under those for similar goods man- 
ufactured in the United States. 
There are neutral nations in 
Europe that have always had the 
inside track on certain commodi- 
ties because of prices, who now 
find themselves unable to ship to 
Mexico because of the danger in- 
volved. Even though they are able 
to deliver merchandise here, the 
increased cost, due to the higher 
freight rates, war risk insurance, 
additional risks that cannot be 
covered by war risk insurance. 
and indefinite delivery dates, 
create a situation that should be 
most favorable to the American 
manufacturer who is interested in 
regaining the Latin - American 
market that has gradually been 
slipping away from the United 
States during the past few years. 
Buyers in Mexico tell us that 
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they are finding the supplier in 
the United States very indifferent 
toward Mexican business. They 
state they often get replies to their 
inquiries saying that the domestic 
demands in the United States have 
hecome such that they are booked 
up for months to come, and that 
the sources of raw materials are so 
scarce that they cannot possibly 
compromise themselves to any- 
thing in the future until they see 
what is going to develop. In some 
extreme cases important manu- 
facturers in the United States, 
who have triple-A ratings or bet- 
ter, have failed to reply to tele- 
grams and urgent air mail in- 
quiries from Mexican buyers. 


The Logical Market 


The very prosperity of the 
United States for the future seems 
to be based on the ability of the 
American manufacturer to pro- 
duce and export, and the logical 
export market now and for the 
future is Latin America. It is a 
fact, of course, that the United 
States is more nearly self-sufficient 
than any other large industrial 
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H. O. JOHNSON 


nation in the world. It is also a 
fact that we have had many mil- 
lions of unemployed in the United 
States for several years past. It 
does seem that one way to put 
these unemployed back to work 
would be to appreciate the possi- 
bilities in developing our export 
business now that the menace of 
totalitarian states is temporarily 
eliminated. 

Take the case of Mexico, in 
1937. They purchased from a 
small number of European nations 
a total of $55,000,000 worth of 
merchandise, most of which could 
have been purchased in the United 
States, except for the inability of 
the American manufacturer to 
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meet prices of these European 
However, now _ that 
Europe is not in a position to sup- 
ply these demands, it seems a very 
opportune time for the United 
States to regain this business. and 
once regained it will be a long 
time before Europe will be able to 
get it back on the same percentage 
basis that they have enjoyed dur- 
ing the past few years. 

In a résumé of trade between 
Mexico and the United States 
since 1872, we find that we en- 
joved only 26 per cent of the ex- 
ports to Mexico in 1872 as against 
70 per cent from Europe. How- 
ever, in 889, the United States 
was enjoying 56 per cent of 
Mexico’s imports and Europe only 
12 per cent. When war broke out 
in Europe in 1914, imports from 
the United States jumped to 70 
per cent, and, as the war pro- 
gressed, reached 90 per cent. 
whereas imports from Europe to 
Mexico became as low as 8 per 
cent. 


nations. 


Europe Benefits 


When the United States put on 
her protective tariffs in 1930, our 
exports to Mexico showed a sharp 
decline and Europe immediately 
started to benefit from this condi- 
tion. From 1934 to 1937, exports 
from the United States to Mexico 
hung around the 50 per cent mar- 
gin, whereas in 1930 exports from 
European countries to Mexico 
amounted to some 60 per cent of 
Mexico’s purchases. Now that the 
conditions resemble those of 1914, 
it seems that the time is right for 
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By H. O. JOHNSON 


Secretary and Manager, 


American Chamber of Commerce 


of Mexico, Mexico, D. F. 


the United States to again occupy 
its rightful position of supplying 
Latin American markets with their 
requirements. 


It is most unfortunate that the 
average manufacturer in the 
United States is either held back 
by stockholders or management 





Cooperative Campaign Promotes Building 


FEXHREE hardware firms, _ the 
Powell Hardware Company, C. 
I’. Ladner Hardware Co. and Thiel- 
man Hardware Co., of St. Cloud, 
Minn., members of the St. Cloud 
Builders’ Exchange, a department of 
the St. Cloud Chamber of Com- 
merce, joined other merchants in a 
“Let’s Build” campaign which was 
of an outstanding nature and 
brought excellent results. 
Under the plan. the Builders’ Ex- 
change got up a_= special “Let's 
Build” envelope and invited the 31 


members of the exchange to insert 
booklets in this folder on building 
items, hardware, etc., in stock. Then 
the exchange arranged to have more 
than 10,000 of these envelopes dis- 
tributed throughout St. Cloud and 
the surrounding territory. This mass 
distribution of literature pertaining 
to building, plus the newspaper ad- 
vertisements of the individual firms 
helped to center attention on build- 
ing and resulted in considerable 
new construction in the St. Cloud 


area, 








To Build St.Cloud...Let's Build! 


Without Obligation 


We would like to receive more in 








There's an old and very crue saying that the There's room, cight aow. for many aew fua 
home is the heart of the town. Fine, well- homes in St. Cloud. There is need for PF PLANS 
kept homes make a fine community modernization of many of our older homes. SATS, LOCATION 
PAINTING 
ROOFING 
THE SEASON IS RIGHT - PRICES ARE RIGHT — THE FACILITIES ARE HERE = 
ww NG 
WHY NOT BUILD OR MODERNIZE OR FIX UP YOUR HOME NOW? perce te 
FURNITURE 


There are a number of home-making ideas enclosed. Look them over, {f you want more 


ormation about 


HOME FINANCING 


REFRIGERATION 
—AIR CONDITION 








information, mail or bring the attached form to us and we'll try to heip. __ HARDWARE 
STOKERS 
DRAPES 
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THE ST. CLOUD BUILDERS’ EXCHANGE PLUMBING 
LANDSCAPING 
A department of the Chamber of Commerce CEMENT WORK 
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Here’s the envelope used in the St. Cloud building campaign. 








from developing export business, 
either because of fear of risk in- 
volved, or actual lack of knowl- 
edge of what the export business 
means to the economy of the 
United States as a whole. The 
policy of many manufacturers in 
the United States seems to be one 
of independence and indifference 
to export business. It is most un- 
fortunate to note the number of 
companies attempting to export 
and insisting that export business 
must be conducted on the same 
basis as their domestic business. 
Many times we have had high- 
salaried officials visiting this mar- 





ket who had absolutely no knowl- 
edge of the customs of the coun- 
try, or the language, and no desire 
to acquaint themselves with con- 
ditions to better the feeling be- 
tween the consumer and them- 
selves. 


Alert To Opportunity 

Europe, on the contrary, has 
developed the Latin American 
market in a very systematic way 
by sending men well prepared and 
with knowledge of local condi- 
tions, ability to speak the lan- 
guage and a willingness to adjust 
themselves and their policies to 
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the market they are attempting to 
gain. This has been mainly re- 
sponsible for the increased per- 
centage of business going to 
Europe right out of our own back 
yard, so to speak, and in many 
instances on more or less the same 
price basis with a much inferior 
quality article than we could have 
supplied from the United States. 

There have been many attempts 
on the part of the Administration 
and the public as a whole in the 
United States in these past few 
years to overcome the depression. 
to create employment for the mil- 
lions who wanted to work. And 
yet we were neglecting a market 


* such as Mexico—our closest neigh- 


bor—who was buying $55,000,000 
worth of merchandise from many 
thousands of miles away. This 
business should have rightfully 
gone to the United States and 
created jobs for a big portion of 
the unemployed in manufacturing 
this merchandise, and dividends 
for the stockholders of the indus- 
tries which could have supplied 
this material had they made a 
more intelligent effort to have 
gained the business. 


License Fee at Cost 


HEN a city or other munici- 

pality charges a license fee to 
regulate some business activity 
within its boundaries, the license 
is not supposed to be a money-mak- 
ing proposition. Primarily, the li- 
cense fees are supposed to finance 
the cost of the regulation for which 
the license is designed. 

“The license fee should bear a 
reasonable relation to the cost of 
regulation,” the Supreme Court of 
Hilinois recently pointed out. 

In a case involving the licensing 
of vending machines the same Court 
sustained an ordinance imposing a 
larger license fee for one type of 
machine than for another type. The 
Court felt that such a classification 
was not unreasonable since there 
might be some difference in the cost 
of inspecting and regulating the two 
types of machines. A curious fea- 
ture of this case was that the license 
fee for operating a store was three 
dollars, while the license fee for 
each vending machine was also three 
dollars, even though several ma- 
chines might be located in the same 
room. 


HARDWARE AGE 

































j 








eR: Bi 


eee. cA apc ce 











Lead tinyoarve tit Vdeolduuwe welld,. 





Certified Bargains 


Whenever retailers of McAllen, 
Tex., put on a sale, a committee 
examines all articles of merchan- 
dise offered and the prices and the 








merchants who do not offer genu- 
ine bargains are not permitted to 
join in the sale. The newspapers 
prepare cooperative ads and then 
each- merchant is restricted to 
four items which must be drasti- 
cally reduced in price. These 
sales are very effective when not 
held too often, and it is said that 
a great deal of increased business 
has resulted. Of course, the theory 
is, and it works, that people come 
for these genuine bargains which 
are certified, and then buy other 
merchandise at regular prices. 


a * * 

Skiier’s Guide 

In this day and age, winter 
sports have become increasingly 
popular in many sections of the 
country, especially in picturesque 
New England. Each year, mer- 
chants in this area issue a well 
planned and printed “Skiier’s 
Guide to New England.” This 
booklet is a handbook to New En- 
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gland ski trails, ski tows, ski jumps 
and other facilities. It contains 
a list of all towns in the area, as 
well as the location of individual 
trails and slopes, altitudes, and 
other information of interest to 
people who love outdoor sports. 


% *” *% 


Rural Contribution 


Desiring to show how impor- 
tant agricultural products are to 
the community, The Montgomery 
(Pa.) Chamber of Commerce pub- 
lished statistics showing that in 
this industrial - agricultural area 
value of agricultural products was 
considerable. This county, con- 
taining a 90,000 rural population 
produced in one year 1,330,990 
bu. of corn, 246,400 bu. potatoes, 
454,260 bu. winter wheat, 283,660 
bu. oats, 19,760 bu. barley, 218,- 
170 bu. apples, 49,460 bu. peaches, 
44.580 tons tame hay, 11,069,810 





x 
1330,990, 218,170 - HULLY GEE WE GOT A COUNTY 


gal. milk, 6,136,317 dozens of 
eggs and 39,120 lb. honey. On 
these farms too were 16,370 milk 
cows and heifers, 630,300 chickens, 
5750 horses, 220 mules, 16,210 
swine, 1570 sheep. Lots of rural 
wealth in an average county. 





Turkey Week 


An annual “Turkey Week” is 
staged by merchants at Mandan, 
N. D., and this event attracts hun- 
dreds of turkey raisers from the 








great open places out in these 
plains states. During “Turkey 
Week,” buyers add prizes to top 
prices bid for turkeys. Various 
merchants also stage bargain sales 
for this big event. 


* * * 


Support St. Cloua 


Merchants of St. Cloud, Minn., 
recently conducted a buy-at-home 
campaign, using this slogan: “If 
St. Cloud supports you, support 
St. Cloud.” Thousands of news- 
paper appeals were made; nine 
public talks were given; an equal 
number of radio programs and an- 
nouncements were included; at 
least 50,000 pieces of local mail 
were stamped with the slogan; 
the entire city was placarded with 
cards; bus cards bearing the mes- 
sage were employed; a house-to- 
house distribution was made of a 
circular emphasizing the impor- 
tance of home-town loyalty; bul- 
letins of other organizations were 
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employed to assist in the cam- 
paign, and a display contest was 
conducted in which the products 
of local manufacturers were ex- 
hibited in down-town store win- 
dows for a week, during the 
project. 


~ * * 


Community Bulls 


In order to improve dairy 
herds, merchants and other inter- 
ested citizens at Arkansas City, 
Kan., purchased three, high-qual- 
ity Ayrshire bulls, which are avail- 
able for breeding and raising 
quality dairy herds in that area. 











To further improve agriculture, 
merchants have been instrumental 
in organizing a “Dairy Club,” a 
“Sow and Litter Club,” a “Beef 
Calf Club” and a “Poultry Club,” 
with suitable prizes for the best 


entrants. 
* ” ” 


Wooden Tokens 


At the Jackson Jubilee, held 
annually at Jackson, Tenn., mer- 
chants hand out and circulate 
wooden tokens which can be used 
only at a public auction at which 
donated merchandise is auctioned 
to the highest bidder. This event 
attracts thousands of people and 
provides a lot of fun for all con- 


cerned. 
” * * 


Rural School Entertain- 
ment Day 


Merchants of Boonville, Mo.., 
stage an annual “Rural School 
Entertainment Day” each year 


which attracts many people from 
two counties. Often as many as 
100 rural schools have represen- 
tatives at the affair. A big parade 
features the day, with many bands 
from the two counties participat- 
ing. Then there are free shows 
for all the children, and sightsee- 
ing trips around town. There are 
string-chewing, _ needle-threading 
and cracker-eating contests and 
egg races for boys and girls. The 
school having 100 per cent atten- 
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dance gets a $10.00 prize, second 
prize being $5.00. There are also 
prizes for schools making the 
cleverest and best appearance in 
the parade, schools having the 
most unique float in parade and 
prizes for the school children com- 
ing the greatest distance. This 
stunt brings many rural families 
to Boonville each year, and many 
do their buying at local stores. 


* * x 


Bridge Toll Refunds 


In order to encourage trade 
from other states, merchants of 
Cairo, Ill., issue a bridge toll re- 
fund coupon for residents south 
of the Ohio and west of the Mis- 
sissippt Rivers, from the States of 
Missouri or Kentucky. The mer- 
chants refund 3 cents on each dol- 
lar purchased, up to the amount 
of bridge toll paid. This idea is 
said to have promoted consider- 
able business for Cairo merchants. 


* + * 


Canadian Day 

An annual “Canadian Day” is 
sponsored by the merchants of 
Devil’s Lake, N. D., at which time 
people from Canada are invited to 
come to Devil’s Lake to play and 
to buy. This good neighbor spirit 
has improved relations between 
Canadians and residents of Devil's 
Lake considerably and has also 
heen responsible for an extension 
of the rural good neighborly 
policy of the merchants them- 
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selves. Devil’s Lake merchants 


also stage an annual exhibit of 
the “4H Club” in this area, and 
this event attracts many business 
men, as well as farmers, from a 
wide section. 

* * * 


Peony Festival 
Flower festivals, in 
stances are worth-while commun- 
ity projects because they bring 
many people to town to view the 
doings. The annual Van Wert, 


most in- 





Ohio, “Peony Festival” attracted 
56 bands, 55 floats and 100,000 
visitors last year. In addition, 
merchants secured a unit by unit 
description of the parade over a 
local radio station, a total broad- 
cast of four hours. 


* % * 


Gifts to Newcomers 


A new slant on the idea of wel- 
coming newcomers to town is 
practiced by merchants of Jones- 
boro. Ark., who contribute con- 
siderable merchandise and sam- 








ples which the Chamber of Com- 
merce distributes to these new- 
comers in addition to information 
concerning the city and its busi- 
ness institutions. This plan is said 
to have been very successful in 
promoting patronage of the stores 
which contribute the prizes. 


* * * 


Cake and Egg Show 


An annual cake and egg show 
is featured by merchants of Still- 
water, Okla., at the local fair 
grounds. This event attracts 
thousands of farmers and their 
wives and cash prizes totaling 
more than $200 are given. In this 
event, farm wives exhibit cakes 
made largely of eggs. These, and 
a large variety of eggs of various 
descriptions and kinds, are put on 


display. 
* * * 


Guest Tickets 
Merchants of Aberdeen, Wash., 


issue guest parking stickers for 
out-of-town shoppers with copy 
reading as follows: 

“Aberdeen’s guest. This is a 
certificate of courtesy from the 
City of Aberdeen. Park as long 
as you like. Please avoid safety, 
commercial and fire hydrant zones. 


‘We're glad you're here.’ Come 
again! Ask a policeman. 
“For information about our 


city, visit the Chamber of Com- 
merce.” 
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DISPLAY IDEAS 


These ideas have been used successfully 
and are worth trying in your own store 


A western store boosted its sales of wall- 
paper by using this display idea. Samples 
are tacked to the wall loop fashion and a roll 
of wallpaper corresponding to the sample is 
placed in the loop. The weight of the roll 
keeps the sample in place. Having a roll of 
the paper right with the sample saves time 
for the salespeople and permits customers to 
more easily examine a long piece of the 
paper. Samples are thumb-tacked to the wall 
each sample overlapping the one below. Ver- 
tical rows are arranged according to price, 
the less expensive lines being at one end 
of the display the higher quality numbers 
being at the other end. The store in which 
this picture was taken displayed 175 samples 
of wallpaper in a room 21 by 19 ft 


Although store planning ex- 
peris generally favor keeping 
small pillars in a display room 
free of merchandise displays, 
large pillars can be effectively 
used for showing a variety of 
articles. When Patterson Bros., 
New York City, opened its 
new big store some months 
ago the problem of the huge 
supporting pillars was turned 
to a useful solution. Some of 
these pillars are utilized for 
showing small hand. tools, 
others for bathroom fixtures, 
felt, etc. Another use of other- 
wise waste space, from a dis- 
play standpoint, are the panels 
shown around the mezzanine 
railing. These mezzanine rail- 
ing displays permit showing a 
wide variety of related items 
in one compact space. 
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Suggest Last Minute Gifts 


Menrcuan DISING | ef- 


forts during the final week before 
Christmas should be aimed at the 
last minute shopper. Many people 
will be looking for gift suggestions 


and, if your windows present a 
wide assortment of items for vari- 
ous members of the family, many 
additional sales will result. 

The windows shown on these 





Gifts for Father and Son Window 


Merchandise: Father—band saws, circle saws, drill presses, jig saws, 
hammers, planes, tool box sets, bit sets, automatic drills, shot guns, fish 
rods, golf clubs, reels, razors, pocket knives. Son—air rifles, boxing 
gloves, sled, skis, trains, football, basketball, tennis racket, games, ping- 


pong. 


Background: Main background panels of white corrugated board. Circle 
panel of dark blue with white cut out letter and red bell. Star strips 
blue and cut out letters on white background of Christmas red. 


Suggested displays: For tables—electric trains, toys and games. For 
platforms—sleds, power tool items on bases, and skis. 
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pages show how last minute gifts 
can be emphasized. The merchan- 
dise in one window consists of 
items interesting to father and son 
while the other shows gifts suit- 
able for mother and daughter. 
The most popular numbers should 
be selected for this display and as 
wide a variety presented as is pos- 
sible. 

Merchants should keep informed 
on the sales of strictly Christmas 
goods and be alert to employ dif- 
ferent promotion methods if some 
particular line, purchased for the 
holidays, does not move out as it 
should. It is very important that 
final inventory of Christmas goods 
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be reduced as low as possible dur- 
ing the last week if the best results 
and greatest contributions to net 
profits are to be secured. 

Dealers will also find it neces- 


or the Whole F amily Now! 


sary to continually change in- 
terior table and platform displays 
during this final sales drive. Much 
of the popular selling stock will be 
exhausted and mass displays plus 





Gifts for Mother and Daughter Window 


Merchandise: Mother—electric ovens, roasters of all kinds, carving 
sets, glass ovenware items, food choppers, pressure cookers, toasters, 


waffle irons, irons, coffee makers, 


electric mixers, kitchen gadgets. 


Daughter—doll cabs, dish sets, sewing outfits, books, tennis rackets, ice 
skates, sleds, games, dolls, and small radios. 


Background: Center panel Christmas red, circle white with green holly 
leafs and cut-out letters. End panels white with holly festoons draped 
from top. Background above panels dark blue, silver star corrugated or 


plain paper. 


Suggested displays: For tables—roasters, ovens, and other electrical 
gift goods, also toys. Platforms—wheeled goods. 
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some price concessions will prob- 
ably be necessary to move some 
of the remaining goods. Appraisal 
of this situation should be made 
quickly so that prices can be ad- 
justed where necessary to move 
the greatest quantity of Christmas 
goods from stock. 

It is not a good policy to adver- 
tise price concessions on Christ- 
mas goods other than through win- 
dows and show cards in the store. 
If this plan is followed, the store 
avoids to a large extent the un- 
favorable publicity which wide ad- 
vertising of store-wide Christmas 
sales so often brings and the harm- 
ful effects which continue through 
the following holiday seasons. 








Wholesalers O fer Christmas \ 









Some of the Yakima Hardware Co. 


Christmas display material. 


ANY wholesalers are 
planning to cooperate 
closely with dealer-cus- 


tomers during the coming holiday 
season. A number of these com- 
panies whose plans are fairly well 
developed have supplied Harp- 
WARE ACE with a brief outline of 
their programs. 


Corpus Christi Hardware Co. 


Corpus Curisti, Tex., Oscar 
J. Koepke, secretary - treasurer, 
writes: “We are offering our cus- 
tomers streamers and other dis- 
play material for their show win- 
dows and inside their stores. 
Christmas backgrounds for show 
windows are available and our 
salesmen are urging dealers to give 
their stores the Christmas atmos- 
phere during the holidays, start- 
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SIFTS FOR EVeRunne 


’ fu Wty 2, t “of 


ing about Nov. 15. Many special 
Christmas merchandise  assort- 
ments are available. Dealers who 
will promote this business will be 
able to secure bigger business this 
year than ever before.” 


American Hardware Supply 
Company 


PirtspurcH, Pa., H. Leslie 
Gould states: “A toy catalog pro- 
motion piece is developed and is 
working out very nicely. This will 
be one means of creating a great 
deal of store traffic for our dealers. 
In addition to this, a very attrac- 
tive Christmas folder, illustrating 
about 75 to 100 items, will be 
available. We are confident this 


will be helpful to dealers in secur- 
ing a greater share of this busi- 
Window trims and Christ- 


ness. 











mas banners for interior decora- 
tions are also to be prepared for 
dealers’ use.” 


Morehouse & Wells Co. 


Decatur, ILL., Robert Hum- 
phrey, sales manager, comments: 
“We will furnish our dealers with 
special handbills, store and win- 
dow displays, price cards, and 
special merchandise. All of these 
things are carefully worked out so 
as to give the dealer the maximum 
of advertising at the minimum of 


cost.” 


Wimberly & Thomas 

Hardware Co., Inc. 
BirmincHaM, ALA., Felton Wim- 
berly, Jr., vice-president, says: 
“We are going to our dealers with 
a planned merchandising cam- 
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Merchandising Aid to Dealers 


Many firms throughout the country 


will cooperate with dealers and 


will furnish display material and 


literature for the holiday season 


paign based on selling a complete 
line of wheeled goods including 
5 D 


wagons. scooters, automobiles, 
velocipedes, pedal bikes, baby 


walkers and parkcycles. Our 
traveling salesmen are to assist 
dealers in following through on 
this modern merchandising plan 
by suggesting ways to increase 
consumer interest, proper display 
and development of suitable ad- 
vertising for the line. Few hard- 


YELOCIPEDES 
em 


‘WAGONS ( 


ERECTOR SETS 
GAMES 


PAINT SETS 
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Cover of 16-page toy catalog 
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ware dealers promote wheeled 


goods in an aggressive manner 


and, if we can show them the sales 
possibilities that exist in this line, 
it will be worth while to them.” 


Cullum & Boren Co. 
Daiias, Tex., Geo. F. Pierce, 
sales manager, says: “In order to 
help our dealers sell toys, we have 
a special toy catalog which carries 
their own name on the catalog, 





of the American Hardware & Supply Company. 











with all merchandise priced at re- 
tail. The dealers in turn distribute 
these to their customers and we 
have found it very helpful in in- 
creasing their volume. We also 
have a very large display room 
for toys, gift goods, and wheeled 
goods and dealers visit this to 
make their selection of Christmas 
merchandise.” 


The Salt Lake Hardware Co. 


SaLt Lake City, Utan, W. E. 
Gnadt, general sales manager 
states: “Regarding toys and gift 
goods promotions, copies of the 
1938 and 1939 toy broadside are 
enclosed. These are not change- 
able as are other monthly circu- 
lars but must be used as developed. 
These promotional pieces are sup- 
plied on a cooperative basis. The 
mimeographed toy broadside price 
sheet tells the price story. In ad- 
dition to the broadside we supply 
banners, show cards, and other 
point-of-sale advertising pieces.” 


Edw. K. Tryon Company 


PHILADELPHIA, Pa., W. Blakely 
Chandlee, president writes: “We 
are getting out a four-page tabloid 
for our Christmas customers which 
we sell to the trade. Another very 
attractive thing we have made up 
for fall business, is an ice skate 
catalog. We also, issue a regular 
toy catalog.” 


Yakima Hardware Co. 
Yakima, Wasu., S. S. Kylling- 


stad writes: “Our experience indi- 
cates that small town dealers lack 
material with which to trim their 
windows and stores. This we are 
attempting to give them. We sup- 
ply dealers four-page broadsides. 
diagrams of suggested windows, 
and a large number of banners, 
Santa Claus cut-outs, and other 
Christmas decorations. The circu- 
lar represents some of the ideas 
we feel are basic for a successful 
Christmas merchandising _ pro- 
gram.” 





Supplymen Study Wages and 


Hours Laws aad Distribution 


Joint zone meeting of New England and Middle Atlantic 
State members of Supply and Machinery Associations 
held in Newark, N. J. — Over 150 attend discussions. 


AGE-HOUR | legislation, 
manufacturers’ promotional 
material, distributor-manu- 
facturer relations committee reports 
and open forum discussions featured 
the joint zone meeting of the 
National Supply and Machinery Dis- 
tributors’ Association and the Amer- 
ican Supply and Machinery Manu- 


facturers’ Association, held on 
November 9, at the Robert Treat 
Hotel in Newark, N. J. Over 150 


members and guests from the New 
England and Middle Atlantic states 
attended the meeting and luncheon. 
Charles E. Curtis, Western Iron 
Stores Co., Milwaukee, Wis., presi- 
dent of the distributors’ group, and 
D. W. Northup, The Henry G. 
Thompson & Son Co., New Haven, 
Conn., president of the manufactur- 
ers’ association, presided jointly at 
both morning and afternoon sessions. 


Sales Promotion 


At the morning session C. F. Con- 


ner, B. F. Goodrich Co., Akron, 
Ohio, pointed out that manufac- 
turers’ sales promotion material 


must be designed to get attention. 
The reading matter must be inter- 
esting, and it is the job of the dis- 
tributor to see that this material 
gets to the right man in the company. 
Mr. Conner warned distributors not 
to try to advertise everything they 
sell but suggested that products be 
classified to determine promotion 
items. Customers should also be 
classified, and a record of the items 
of interest to individual customers 
developed. Promotional literature 
should always be sent with quota- 
tion letters, but mailings with state- 
ments to big companies is of doubt- 
ful value. Probably the best means 
of distributing promotion material is 
to have the salesman leave it with 
the proper person. 

H. R. Rinehart, Philadelphia, Pa., 
secretary-treasurer, National Asso- 
ciation, discussed amendment No. 
H-4631 to the Federal Wage and 
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Hour Bill which would permit those 
in the wholesale and distributing 
trades to work a _ regular week 
of 44 hours. The bill did not pass 
Congress during the last regular ses- 
sion but will be considered again 
shortly after the first of the year. 

The report by H. H. Kuhn, The 
Hardware & Supply Co., Akron, 
Ohio, chairman of the distributors’ 
committee on manufacturers’ rela- 
tions, read by Secretary Rinehart in 
the absence of Mr. Kuhn, stated that 
distributors feel that manufacturers’ 
sales policies should be published 
if possible; that manufacturers 
should select their distributors with 
care granting insofar as possible ex- 
clusive distribution rights in trading 
areas, and that manufacturers 
should not compete with their dis- 
tributor outlets. Mr. Kuhn’s report 
also recognized the obligation of the 
distributor to the manufacturer as 
developed by the manufacturers’ 
committee. In addition a survey 
covering 31 product groups to de- 
termine members’ views on satisfac- 
tory margins, suitable manufacturer 
pricing policies, manufacturer com- 
petition, and number of distributing 
outlets, has been completed and filed 
with manufacturers for their con- 
sideration. 

L. M. Knouse, Stanley Electric 
Tool Co., New Britain, Conn., chair- 
man of the manufacturers commit- 
tee on distributors’ relations, re- 
ported progress in the development 
of definitions for various types of 
distributors and trading areas. The 
committee has urged manufacturers 
to establish suggested retail prices 
which are fair and equitable to in- 
dustrial distributors, and believes it 
is the responsibility of the manu- 
facturer to enforce his suggested re- 
tail prices in every legal way. A 
survey by the committee for electric 
tool manufacturers showed that, dis- 
tributors favored one discount on a 
complete manufacturer’s line, and 
thought list prices with discounts 
for resale to users would be helpful. 


e.. 


Today, he said, many small orders 
will average less than $1.00 in which 
case expenses involved usually far 
exceed the cost of the merchandise. 
Distributors can help manufacturers 
reduce these costs by maintaining 
better stocks, otherwise manufactur- 
er’s may be forced to adopt mini- 
mum invoices, impose additional 
charges for broken packages, or ad- 
ditional charges on small invoices. 

R. Kennedy Hanson, Pittsburgh, 
Pa., secretary-manager American 
Supply & Machinery Manufacturers 
Association, discussed “Let’s Use 
Our Industry’s Resolutions” and re- 
ferred to the reciprocal buying and 
contributions to anniversary, sou- 
venir and one-time advertising reso- 
lutions approved by the three asso- 
ciations. Mr. Hanson also reviewed 
the resolutions covering industrial 
exhibits, and contributions to local 
and anniversary advertising and 
catalog contributions, as adopted by 
the American Supply and Machinery 
Manufacturers’ Association stating 
that these resolutions were adopted 
as beneficial to the entire industry 
and should have the support of 
every member. 


Open Forums 


In the open forum discussion, 
M. I. Stray, J. Russell & Co., Inc., 
Holyoke, Mass., in answer to the 
question, “Is it equitable for manu- 
facturers to expect distributors to 
give extra discounts to large users 
without providing a compensating 
discount for the _ distributor?” 
stated that “fewer extra discounts 
of this type should be given and 
then only when justified by the 
quantity purchased at one time or 
warranted by manufacturers ap- 
proval.” On the same question, D. 
W.Northup, stated, “Manufacturers 
should give some compensating dis- 
count fo distributors where manufac- 
turer goes after direct business, 
especially is this the case in the 
small tool industry. Other indus- 

(Continued on page 36) 
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4 s ° will. It’s the distinguishing characteristic that stamps 
the leader, sets it apart from all others. Frigidaire has 





y oF it again in 1940! 
ge ag? Just picture an eyeful of breath-taking beauty ...a 
# af greater array of selling advantages .. . all high-lighted 
A é g with exciting new innovations fit to stir the buying 
ee pulse of America. The new 1940 Frigidaire Products 
g of: have selling power! 
. & z Yes, it will be a golden year for Frigidaire Dealers. 
ra ) New Refrigerators and Ranges—new advertising, and 
af 3 selling plans—all are ready for the signal that will 
: # ¥ send Frigidaire Dealers’ sales out in front, and keep 
@ ra 2 them there: : . . It's Frigidaire for '40! 
A ra : FRIGIDAIRE DIVISION 
fi ght General Motors Sales Corporation . Dayton, Ohio 
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Manuracrurers of products sold through the retail 
hardware store are doing everything possible to maintain a 
sensible view on prices and are encouraging dealers not to be- 
come panicky. For the most part, they are holding present prices 
unless raw material costs have advanced greatly, and in these 
cases new prices represent only actual increased manufacturing 
costs. Where possible, notice of advances is given so customers 
can cover current requirements adequately, and there is a ten- 
dency to make all advances as slight as possible. In considering 
the following comments, bear in mind that the views expressed 
were in most cases made prior to the announcement on steel 
prices for the fourth quarter and before the Congress met in 
special session.—The Editors. 

price structure can be kept so near 
normal that we will not go into a 


Utica Drop Forge & Tool Corp. 
Utica, N. Y. 


wrenches, chisels, snips and other 


(pliers, nippers. 


ae 1gootled Cy 


period of headless scrambling end- 
ing in an ultimate crash.” 


Showcarder, Inc. 


Saint Paut, Minn. (show card 
lettering outfits). W. P. Reusch, 
manager, states: “Since the month 
of May, we have been selling our 
Showcarder outfits at a reduced 
price—all sales for cash or c. o. d. 
Our prices will remain at this new 
lower level, until and if our cost of 
materials and production starts to 
rise. We can see no apparent rea- 
son for any increase in prices on 
any of the merchandise which we 
purchase in manufacturing our prod- 





forged tools.) Edward Norris, pres- 
ident, writes: “We are strongly in 
favor of a stable price market. Our 
prices have not been changed and 
we do not expect to increase them 
unless it is made absolutely neces- 
sary due to increased cost. In that 
event our price increase will only 
reflect such increases as have oc- William L. Blumberg Co., am 

New York, N. Y., Jerome Kasse- 
witz, secretary-treasurer, says, “It is 
only natural to assume, under the cir- 
cumstances, that due to higher raw 
material costs, higher labor costs, 
shorter working hours, higher gen- 
eral operating costs, plus the fact 
that manufacturers generally have 
been operating at a loss for the past 
few years, that higher prices would 
soon be put into effect. We are an- 
ticipating our requirements in a rea- 
sonable way, not alone from a price 
standpoint, but for the purpose of 
having stocks on hand, as we believe 


curred in our cost of manufacture. 
We do not favor speculative pur- 
chases and due to the many present 
uncertainties we are soliciting busi- 
ness only for immediate needs.” 


Estwing Mfg. Co. 


Rockrorp, Itt. (hammers). Er- 
nest Estwing writes: “We do not 
plan any change at this time, but 
cannot commit ourselves. Our plan 
is to see that our own stock of ma- 
terial is adequate but not specula- 
tive, and our hope is that the whole 
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manufacturers are unprepared for 
this sudden rush of business, and 
that deliveries may be delayed.” 


Fetterman Hardware & 
Electric Co. 


Wasuincton, D.C., Oscar G. Fet- 
lerman, states: “We are not too 
enthusiastic about our possibilities 
in making large gains due to the 
advance in the market. I honestly 
believe that conservative business 
planning is still in order. From the 
jobbers point of view there may be 
greater foreign demands, but we 
cannot see any reason why local de- 
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uct, but we cannot definitely say 
whether prices will remain the same 
on these materials.” 


Justrite Manufacturing Co. 


Cuicaco, IL. (sportsmen’s 
lamps). J. N. Grimshaw, sales divi- 
“At the present time 


our prices are as low or lower than 


sion, states: 


they have been for the past several 
years. Our present plans call for 
holding these prices as long as pos- 
sible. However, the rising demand 
for our lamps coupled with the 
rising metab prices may make it 
necessary for us to raise our prices 
sooner than we expect.” 








W uo tesaLers throughout the country are considering 
the problem of higher prices in a sane and conservative man- 
ner. They are advising their dealer customers to do like- 
wise, all of which should have a most stabilizing influence on 
future price trends. For the most part, wholesalers are covering 
for normal requirements but anticipate slightly better business 
which justifies a little heavier purchases. Dealer customers are 
being protected where the same protection is extended to the 
wholesaler by the manufacturer. Prices are being advanced re- 
luctantly and only slight advances are being made where this 
is necessary. Bear in mind in reading these comments that most 
were made prior to the recent announcement of fourth quarter 
steel prices and before the Congress met in special session.— 
The Editors. 


Hheaduee Joutbaebos 


mands should be greater. We are, 
therefore, purchasing our require- 
ments only for the next quarter, with 
emphasis on the most popular items 
made of copper, brass or steel.” 


McGowin-Lyons Hardware & 
Supply Co. 


Mosite, Ata. Mark Lyons, pres- 
ident, writes: “We feel that any rea- 
sonable and well founded stimulation 
of prices will be helpful, whereas 
unreasonable and unfounded price 
increases will be detrimental. While 
we feel there is reason to expect 
an upward price trend, we also feel 
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that any justifiable rise will be 
gradual or by degrees rather than a 
flurry.” 


R. F. Willis & Bro., Inc. 


Penns Grove, N. J., R. F. Willis, 


president, writes: “I believe prices 
will continue to change sharply and 
be quite speculative as long as the 
war abroad continues, but should 
there be the slightest likelihood of 
a cessation of hostilities you may 
look for sharp declines. I am, how- 
ever, of the belief that we are in 
for a rather long. drawn-out conflict. 
I feel that those who keep both feet 


on the ground and do not permit 
themselves to become swayed too far 
in either direction, these few will 
have an opportunity to come through 
without suffering too much damage.” 


Anderson & Ireland Company 


Battimore, Mp. Louis Moller, 
president, states: “Today we are of 
the opinion that higher prices must 
and will prevail during the fall and 
winter, and possibly well into 1940. 
Where we are given an opportunity 
to place orders before advances in 
price we are placing orders for later 
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delivery in quantities sufficient to 
carry us through the winter. We 
do not advise making any commit- 
ments extending over a longer pe- 
riod, or for more than a four to six 
months’ supply, depending on one’s 
ability to finance such purchases. 
It has always been our policy to 
give our customers the opportunity 
to place a reasonable order before 
we make any price advance, and we 
are continuing to do so at this time.” 


Irving Hardware Co., Inc. 

New York, N. Y., Frank MacCoy, 
Jr., vice-president, writes: “We do 
not intend to advance any prices un- 
til replacement of stock costs us 
more money. Some of our custom- 
ers are ordering in much larger 
quantities on several English im- 
ported lines at regular prices and we 
feel positive we cannot import more 
stock at present cost. We propose 
maintaining our present prices for 
all stock on hand. We feel the good 
will of our customers is worth more 
to us than some additional profit.” 


Graves-Humphreys 
Hardware Co. 


Roanoke, Va., E. W. Johnston, 
writes: “We cannot see the wisdom 
in stocking up at the present. We 
are buying about 30 to 60 days’ 
stock. We find most factories are 
not entering into any long term con- 
tracts. We believe this wise as all 
of us, dealers, jobber and manufac- 
turer will be better off by not gam- 
bling on the future too far. We pro- 
pose to buy cautiously advising our 
customers to do likewise.” 


Herr and Company 


Lancaster, Pa., John H. Stauffer, 
treasurer, states: “Prices on raw ma- 
terials and finished products are ad- 
vancing too rapidly. With no guar- 
antee of a continued basic reason 
for this upward price trend, our 
policy will be to proceed with cau- 
tion. Our own practice and recom- 
mendation to our trade will be nor- 
mal replacement of stock shortages 
with the exception of such com- 
modities which in our opinion can 
justify price increase due to demand. 
In ‘such instances we are purchasing 
sixty to ninety days’ requirements. 
We do not plan to raise our prices 
to any degree other than actually 
justified by replacement cost. This 
is our recommendation to our cus- 
tomers, also.” 
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Lake Erie Hardware Co. 


CLEVELAND, Onto, E. G. Fruend, 
president and sales manager, states: 
“Like every other jobber we are 
somewhat up in the air. We have 
decided to hold our prices at pres- 
ent levels while our supply lasts and 
until we get definite changes from 
our sources of supply. Our sales- 
men will be notified of price ad- 
vances as soon as we get them and 
where the factory gives us an oppor- 
tunity to place an order before ad- 
vances take place we will in turn 
give our customers this opportunity. 
While the war is on prices on most 
hardware items will likely increase 
and the retailer is safe to buy any of 
his staple items at this time.” 


Waite Hardware Company 


Worcester, Mass., A. A. Parker, 
vice-president, states: “No whole- 
saler or dealer can afford to overlook 
an advancing market. He must in 
self-preservation protect himself, as 
will his competitors, to such an ex- 
tent as his judgment and resources 
dictate. Moreover, if he is to stay 
in business, he must base his selling 
prices on replacement costs and not 
on invoice prices. It is a time for 
courage, caution and judgment.” 


Rogers & Baldwin 
Hardware Co. 
SprRiNGFIELD, Mo. W. M. Bald- 


win, president, states: “Our policy 


with reference to buying goods in 
face of the probable price advance 
is that we will put in a good stock 
of staple items to carry us through 
the first few months of next year.” 


Foster-Thornburg 
Hardware Co. 


Huntincton, W. Va., Paul L. 
Thornburg, secretary, says: “Part of 
the price advances now in effect 
would have had to come and this is 
especially true in the case of south- 
ern manufacturers due to Wage and 
Hour laws. In our opinion the price 
advances are justifiable in part and 
were bound to come anyway. Our 
company will cover requirements 
within reason and advance our 
prices to conform with the market. 
We are making purchases with dis- 
cretion since the duration of the 
European war cannot be predicted. 
We do not expect to be filled up 
with high priced merchandise should 
the war end suddenly. We look for- 
ward to seeing prices level off at a 
point where all will have an oppor- 
tunity to make a reasonable profit.” 


Ogilvie Hardware Co., Inc. 


Sureveport, La., R. J. Ogilvie, 
president-treasurer, writes: “Late de- 
velopments in the field of price ad- 
vances are seen with misgivings. Of 
course, there can be no objection to 
any increase on commodities that is 
justified. In other words, the recent 

(Continued on page 71) 





“A Plea to Our Sources of Supply” 


A letter by E. R. MASBACK 


President, 
Masback Hardware Co., Inc., 


New York City 


Due to the European situation, many basic raw materials have ad- 
vanced in price. It is natural to expect that certain of our sources of 
supply will be forced to consider an adjustment of their prices, due to 


higher costs. 


We plead for tolerance on your part. Before revising your selling 
prices, and before making drastic increases in price, we urge that you 
give consideration to the fact that by maintaining your present prices, you 
may increase your volume which, in turn, will permit lower costs and 
result in an increased net profit to you. 

Likewise, when considering new price schedules, if you issue resale 
prices for your wholesalers, please make certain to afford your whole- 
salers a gross margin of at least 25 per cent on the selling. Further- 
more, on established list prices to the consumer, make certain that your 
prices afford the dealer a gross margin of at least 33-1/3 per cent on 


the selling. 


We believe that this is the time for saneness in business. We all know 
the pitfalls of speculative buying. Artificial price advances on your part 
at the present time may bring dire results to all concerned at some 


future date. 


We hope that you agree with our viewpoint as expressed in this letter. 
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OLDEST 
THERMOMETER ee 


q8 who lived in England, in- 
1] vented the thermometer in 
the 16th century. The ther- 
mometer shown here is 
the oldest model still sold 
commercially. Its style 
dates back to anold 
German design used 
centuries ago. 




























BE FIRST WITH THE NEW 


and you'll be first in the minds of 
the customers in your trading area. 





A. MERICAN THERMOMETER COMPANY 


ee ee ee on OR OR re 4 Or !Y. 3. 














November 30, 1939 


Screen Wire Cloth — Due to 
increasing costs of labor and ma- 
terial screen wire cloth manufactur- 
ers have found it necessary to keep 
pace with this increase to some de- 
gree by announcing slight upward 
revisions in prices on steel screen 
wire cloth. Leading manufacturers 
announced about Nov. 25 an_ in- 
crease in the prices of black painted 
and galvanized screen wire cloth of 
about 2 per cent. On Sept. 28 there 
were increases of about 3 per cent 
on standard grade bronze and cop- 
per screen cloth. 

* om” * 


Builders’ Lock Hardware — 
makers withdrew former 
prices early in November, and ad- 
vanced price lists are expected soon, 
with mark-ups of perhaps 5 to 714 
per cent. It is stated that the staple 
steel mortise and rim knob sets will 
be affected, as well as cylinder front 
door sets and the higher grade lock 
hardware. Some makers of sash and 
pulleys have with- 
drawn prices, with new higher fig- 
ures in preparation for early an- 
nouncement. 
* ” * 


Some 


miscellaneous 


Kitchenware — Following ad- 
vances in prices on staple galvan- 
ized ware, it is stated that the cost 
of most elements of enamelware 
have risen so definitely that in- 
creases here cannot be avoided. 
Some manufacturers have accepted 


a restricted volume from regular 
customers, at current prices, for 
shipment before the close of 1939. 
By that time, it is expected that 
general advances will have been 
named. 

* *% * 

Kitchen Scales -—— Makers of 
kitchen scales have cautioned their 
trade that present prices must soon 
be refigured, and probably ad- 
vanced, in the light of increasing 
costs of materials and labor. 

* * 


Bolts and Nuts——Mill order 
books are filled to operate at capac- 
ity into early 1940. Much of the 
advance that has occurred has been 
the leveling up of prices from the 
losing figures of the early summer. 
to-a basis which is commencing to 
return a moderate profit. Jobber 
discount to the trade is 65 per cent 
for small carriage and machine bolts 
and 60 per cent on large sizes. Un- 
less further steel advances occur, 
this basis is likely to hold into the 
new year. 

* * * 

Spring Lock Washers—Cur- 
rent prices of spring lock washers 
were reaffirmed on Nov. 14 by 
American Nut & Bolt Fastener Co., 
Pittsburgh, Pa., to cover the first 
quarter of 1940. 


* * * 


Hammers — Under date of 
Nov. 13, wholesale and retail prices 





ADVANCES 


Steel screen wire cloth—Some hammers—Friction, rubber tape. 
Hose nozzles, clamps—Lawn sprinklers—Flexible armored cable. 
Hose couplings and clamps—Rubber covered wire. 


Some electric table stoves, hot plates. 


Some lamp chimneys—Tinned wire picture cord. 

Steel blanket pins—Leather boot, shoe laces. 

Some twine—Cotton chalk and mason lines. 

Wooden chopping bowls—Galv. range boilers. 

Stair treads, rubber door mats, etc.—Some ice skates. 
Caulking cotton, and wicking—Rubber and lead covered wire. 
Conductor pipe elbows and shoes—One line watches. 

Black rigid conduit—Eaves trough mitéfs, etc. 





were advanced by American Fork & 
Hoe Co., Cleveland, Ohio, on_ its 
new Dynamic Streamline Hammers. 
both nail and ripping. These will 
hereafter list in True Temper brand 
at $1.50 each, and in Vulcan brand 
at $1.25 each, an advance of 25 cents 
in each instance from the opening 
prices announced during the past 
summer. 
* & 


Fire Extinguishers With 
considerable increases in costs of 
brass, rubber and other materials 
used, it is quite likely there will be 
higher schedules of quotations soon. 





ADVANCES 
EXPECTED 


Enamel’ kitchenware — Kitchen 
scales. Fe} 
Some fire extinguishers — Picnic 


jugs. 





Vacuum Cleaners—The Hoo- 
ver Co., N. Canton, Ohio, announces 
that new reduced prices are in effect 
covering the sale of their Model 
541, 543 and 700 Hoover Specials. 
Hoover Specials are “Previous mod- 
els reconstructed at The Hoover 
Factory” and the retail prices on 
these cleaners are now as follows: 
Model 
105 Hoover Special Brush Type 
“a. a ~~ 4 
543 0—Ci“* “e 
70002Cti** “ 


$19.95 


Agitator Type 
* * * 


Hot Plates—Lamp Chimneys 
An eastern maker of electrical 
table stoves and hot plates has ad- 
vanced prices about 5 to 744 per 
cent on several styles to cover ad- 
vanced material costs. Lamp chim- 
neys have been marked up about 5 
per cent by leading makers. 
x * * 


Picture Cord—Blanket Pins 

Shoe Laces—New prices on tinned 

wire picture cord are reported by 

at least one leading maker, with 25- 

ft. or 25-yd. coils up about 5 per 

cent, and 15-ft. or 15-yd. coils ad- 
vanced 25 per cent. 
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PRICES 
REAFFIRMED 


Spring lock washers — Wheel- 
barrows. 





Blanket Pins — Perforated 
Pad Co., Woonsocket, R. I... has 
advanced No. 10 steel blanket pins 
by 35 cents per gross. 


* * *% 


Leather Laces—A 10 per cent 
advance has been made on leather 
boot and shoe laces by American 
Lace Leather Co., Richmond, Va. 


* * * 


Cotton and Jute Twines 
The advancing trend continues on 
these lines. On Nov. 15 some sellers 
made a further increase of one cent 
per pound on _ cotton wrapping 
twines, also on jutes and fine Indias. 
Cotton chalk and mason lines have 
been similarly advanced by 
factories, and others have withdrawn 
prices preparatory to a mark-up. 


some 


oe * * 
Picnic Jugs—Picnic jugs are 
selling temporarily, for Jan. 1 ship- 
ment, at only a small mark-up over 
last season’s prices, but 
wholesalers are led to expect a more 
substantial advance for later deliv- 
eries. The advance in carton costs, 
alone, has been very sharp. 


closing 


* * * 


Wooden Chopping Bowls 
Leading makers have advanced 
prices on wooden chopping bowls. 
Increases range from as low as 10 
per cent on some items to as high 
as 40 per cent on others. 

* * * 

Galvanized Range Boilers 
Prices have been advanced from 5 
to 714 per cent by leading manufac- 
turers, the first advances since last 
April. 

* * * 


Ironing Boards Prices on 
ironing boards have been withdrawn 
by some makers. 


* * + 


W heelbarrows 
wheelbarrows have been reaffirmed. 


Prices on 


NOVEMBER 30, 1939 


at the same levels as last year, by 
leading makers. 
* & # 

Stair Treads, Etc. — Leading 
makers of stair treads, rubber door 
mats, etc., have advanced prices ap- 
proximately 10 per cent. 

* & # 
Caulking Cotton and Wicking 
-Advances in the prices on caulk- 
ing cotton and wicking of about 
81% per cent have been announced. 
* * * 


Conductor Elbows—On Nov. 
10 leading makers of conductor pipe 
elbows and shoes raised quotations 
about 5 per cent. with dealer prices 
now in effect raised to 55 per cent 
basis for 28 gage round, either cor- 
rugated or plain; 26 gage round 
elbows are at 45 per cent; 28 gage 
square at 50 per cent, and 26 gage 
square at 40 per cent. Copper el- 
bows. 16 0z., are quoted at 45 per 
cent. 

e # # 

Coil Door Springs—It was in- 
correctly stated in our last issue, 
that “a 10 per cent increase is re- 
ported on one line of japanned coil 
springs.” (See H. A., Nov. 16, page 
46.) No such advance has_ been 
made and at press time there is no 
indication that such a change is 
contemplated. This error was due 
to a misinterpretation of a price 
sheet by one of our regular and 
highly valued sources of market 
information. 

% * *% 

Eaves Trough Miters, Etc. 
Some makers advanced prices on 
galvanized miters, ends and outlets 
for eaves trough. Compared with 
the preceding (August) schedules. 
28 gage galvanized miters are raised 
from 65 per cent, to 63 per cent 
trade discount, and 26 gage from 
60 to 58 per cent. Galvanized ends. 
caps and outlets were marked up, 
28 gage from 40 to 37 per cent to 
the trade, and 26 gage from 20 to 
16 per cent. 





DECLINES 


Certain vacuum cleaners. 








PRICES 
WITHDRAWN 


Some builders’ lock hardware. 
Some makes ironing boards. 





Electrical Sundries—Among 
recent price changes noted are an 
advance on rigid conduit, galvan- 
ized (not black), with sizes up to 
2 inches increased about 5 per cent, 
and larger sizes about 744 per cent. 
Flexible armored cable 14-2 was 
marked up about $1.50 per 1000 
ft.. with other sizes advanced about 
7% per cent. Recent price increases 
on friction and rubber tape have 
averaged some 3 cents per pound. 
Rubber-covered wire, also rubber- 
and-lead covered, were advanced 
early this month about 10 per cent. 
with only limited forward orders ac- 
cepted. 
* *% * 


Ice Skates—Sellers are al- 
ready faced with a new price ad- 
vance, averaging 5 per cent, on 
some competitively priced shoe and 
skate outfits. 

* * * 


Watches—Clinton Watch Co. 
raised prices on its watches about 
5 per cent. 

* © 


Steel Prices and Production 

At any time now announcements 
are expected of prices for the first 
quarter of 1940. In the meantime, 
steel users evidently consider that 
the price of finished steel is attrac- 
tive, being around $5.00 per ton 
less than 1937 prices, while raw 
materials and labor costs for pro- 
ducing steel are as high as in 1937. 
The trend in steel scrap prices has 
been downward for the past seven 
weeks representing a drop of about 
13 per cent from the early October 
peak. The steel mills’ consumption 
of steel scrap in October apparent- 
ly set an all time record, according 
to the Institute of Scrap Iron and 
Steel. The gain in demand was 68 
per cent over October, 1938. Steel 
ingot production for the week of 
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States Comprising Regions: 
New England (Conn., Maine, Mass., N. H., 
5. Vet.) 


Middle Atlantic (N. J., N. Y., Pa.) 
East North Central (Ill., Ind., Mich., Ohio, 
Wis.) 
West North Central (lowa, Kan., Minn., 
Mo., Neb., N. D., S. D.) 
South Atlantic (Del, D. C., Fia., Ga., 
nN. c, & GC. Va. W. Va.) 


Nov. 20 was about 94 per cent of 
capacity. 
— * *% 
Plumbing Accessories 
Strong and _ well-maintained sales 
gains are reported in major bath- 
room and kitchen plumbing equip- 
ment. That the rise in residential 
building is making this 
general is shown in recent statistics 
on plumbing brass-wares put out by 
the U. S. Bureau of the Census. 
Bath and shower fittings gained (in 
pieces shipped) in September, over 
1938, by 71 per cent, and in the 
ten months to date by 41 per cent. 
Lavatory fittings were ahead by 42 
and 23 per cent. Sink and laundry 
tray fittings gained 60 and 27 per 
cent, and “miscellaneous” brass fit- 
tings increased respectively 60 and 
30 per cent, for September, and for 
1939 to date. 
* * * 


increase 


Air-Conditioning—-These_col- 
umns often have reminded the hard- 
ware trade of the rapid spread of 
air-conditioning installations, which 
many stores are handling with prof- 
it, as a branch of their plumbing 
and heating divisions. The demand 
for air-conditioning continues un- 
abated at all seasons. The Bureau 
of the Census reports that the value 
of air-conditioning systems and 
equipment booked during Septem- 
ber amounted to $5,695,895. as 
against $3,018.654 during Septem- 


3+ 


East South Central (Ala., Ky., Miss., 
Tenn.) 

West South Central (Ark., La., Okla., 
Texas) 

Mountain (Airz., Colo., Idaho, Mont., Nev., 
N. Mex., Utah, Wyo.) 

Pacific (Calif., Ore., Wash.) 


ber, 1938. The above data are based 
on reports submitted by 125 manu- 
facturers of this equipment. 
* * * 

Commodity Prices — During 
last week, wholesale commodity 
prices receded further to a new low 
for the “war” movement. Moody’s 
index is now only 15 per cent above 
the end-of-August level. compared 


with a maximum gain of 23 per 
cent. Of the more important raw 
materials, only silk and wool have 
extended their September increases. 
The metals have held steady, with 
the exception of tin, which has lost 
almost all of the war-induced rise 
by the simple expedient of remov- 
ing all restrictions upon production 
and shipments. The heavy Septem- 
ber buying schedules of other non- 
ferrous metals—copper, lead, and 
zinc—-have since been replaced by 
more normal purchasing policies, 
with no weakening of their price 
‘tructures. About one-half of the 
gains made by rubber and _ hides 
have been lost. Wheat has held all 
but 10 per cent of its rise. News 
of the 1939 crop loan has strength- 
ened cotton quotations, which are 
only slightly below the September 
peak. 
* * * 


Residential Building — Not 
since April, 1937, has the dollar 
volume of private residential build- 
ing been equal to the total recorded 
for October, according to F. W. 
Dodge Corp., New York City. As 
a consequence of this dollar in- 
crease, the total number of dwelling 
units constructed represented a 57 
per cent gain over the correspond- 
ing period of 1938. Although pri- 
vate construction increased 10 per 
cent last month over October, 1938. 
total public construction declined 
55 per cent. The net result of this 
sharp drop in public construction 
was a 27 per cent decrease in total 
construction in October, compared 


+Stock-Sales ratios are percentages obtained by dividing the cost value of stocks by 
sales for an identical group of firms. 
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- ORE than five million American farmers 
4. raise chickens. And they buy a whale of 
d a lot of poultry netting. Before long now, they 
y. will be building new chicken runs and repairing 
\s old ones. And it’s logical enough to believe that 
a ; per ’ ; 
: the big volume of this business will go to dealers 
| ; 
+ who sell the poultry netting which has these 
i. three important advantages: 
i- 
“ Be Good-looking—Hex-Cel Netting unrolls flat, without 
2 kinks or bulges—with evenly spaced mesh and smooth 
d galvanizing. Naturally, farmers want their pens to 
. % = : look as good as possible. That’s why U-S-S Hex-Cel 
: uk — . . Jz ; Poultry Netting sells on sight. Customers can see that 
° ; Ss . , g it is better. 
d is —_ os 2. Easy to handle—Hex-Cel Netting goes up easily, 


without getting out of hand. Pulls tight and straight, 
with no uneven edges. Runs are built easily and 
quickly. Once a farmer tries Hex-Cel, you’ll get the 
rest of his poultry netting business. 


3. Abrand customers know—U :S-S Hex-Cel is famous 
for the long life of its copper steel wire—for its trim- 
ness and even mesh. And advertising in farm and 
poultry magazines is bringing new customers in for 
Hex-Cel. 


Check up on your stock of poultry netting 
CUSTOMERS CAN SEE WHY HEX-CEL today. Then see your jobber and get lined up 
1S SUPERIOR POULTRY NETTING for a bigger share of this business in 1940. Ask 


him too, about the sales aids that are available 


When you unroll Hex-Cel it lies flat, without 
kinks and bulges. And you can point to 
Hex-Cel’s even mesh as further reason why it 


to help you make more sales. 


U-S-S Hex-Cel Poultry Netting comes in 150-foot rolls. 

Heights from 12” to 72”. Available galvanized before 

weaving and galvanized after weaving. In 1” and 2” mesh 
in 20 gauge and 2” mesh in 19 gauge. 


HEX-CEL POULTRY NETTING 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York +» COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham . UNITED STATES STEEL EXPORT COMPANY, New York, Export Distributors 


makes better-looking chicken runs. 

















**Collection per 


btained by dividing the collecti 


during 





the month by accounts neeeivahi outstanding at the beginning of that month for an 


identical group of firms. 


with the corresponding month last 
year. 
* * * 

Christmas Stocks—Emphasis 
is more than ever laid this season 
upon the necessity of early ordering 
of Christmas gift items, to avoid 
later shortages. The demand is al- 
ready heavier, and will continue so 
for several weeks, while supplies are 
usually limited to the “programs” 
planned many months ago by man- 


ufacturers. 
* * * 


Shopping Peps Up — Hard- 
ware activity last week joined other 
trades in a steady upturn of busi- 
ness and industry, seasoning the 
Thanksgiving season with a taste of 
old-time prosperity. Statistics of 
progress in many directions painted 
the most cheerful holiday picture in 
the last 10 years. Payrolls were 
higher, dividend checks larger, and 
corporation earnings reports were 
still on the upgrade. Most of the 
accepted barometers of general busi- 
ness conditions maintained the ad- 
vance which began in earnest early 
in September. Retail merchants 
throughout the country began prep- 
arations for Christmas shopping 
with the better business news buoy- 
ing their hopes for the best shop- 
ping season since 1929. Department 
stores and other merchants who be- 
gan displaying Christmas merchan- 
dise last week reported that shop- 
pers bought liberally. 


* + 


Rubber Statistics—Domestic 
crude rubber consumption in Octo- 
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ber jumped 11.2 per cent over the 
preceding month and 30.1 per cent 


over 1938, to the highest monthly 
total on record, the Rubber Manu- 
facturers Association reported re- 
cently. Consumption for the month 
at 55,764 long tons, compared with 
42.850 in October, 1938. Imports 
of crude rubber in October were 
estimated at 41,250 long tons against 
34,496 in October, 1938, and do- 
mestic stocks of crude rubber on 
hand October 31 were very sharply 
reduced, to 133,183 long tons, com- 
pared with 259,074 tons as of the 
same date in 1938. 


ee |= &@ 


Wallpaper Orders—Wallpaper 
orders for October, totaling 14,826,- 
099 rolls, an increase of 44.65 per 
cent over October, 1938, were re- 
ported recently by United Wall 
Paper Factories, Inc., Chicago, III. 
For October, 1938, orders totaled 
10,249,801 rolls. Orders received 


during the first four months of the 
fiscal year, beginning July 1, 1939, 
totaled 40,365,105 rolls, an increase 
of 21’per cent over the correspond- 
ing 1938 period. 





Supplymen Study Wages and Hours Law 


(Continued from page 26) 


tries might find this impractical.” 

S. K. Smith, W. L. Smith Co., 
Newburgh, N. Y., answered the ques- 
tion of “Why does selective dis- 
tribution help manufacturer as well 
as the distributor?” by stating that, 
‘manufacturers’ secure better sup- 
port by distributors in sales and 
promotion; receives more complete 
territory coverage; and _ enables 
manufacturers’ to establish definite 
price policy” R. C. Tyrrell, Eliza- 
beth Hardware Co. Perth Amboy, 
N. J., on the same question added 
that, “selective distribution adds to 
prestige of both manufacturer and 
distributor.” 

In answering the question “Has 
the manufacturer an obligation to 
supervise the distribution of his 
products and promote sound mer- 
chandising conditions?” Walter A. 
Gebhart, Henry Disston & Sons, Inc., 
Philadelphia, Pa., pointed out that, 
“the manufacturer has an original 
interest in his product from its in- 
ception to the time it gives satisfac- 
tion in the hands of the consumer. 

Arthur H. Squier, Squier, Schil- 
ling & Skiff, Newark, N. J., answer- 
ing the question “What steps can be 
taken to reduce the number of small 
orders?” suggested that, “price dif- 
ferentials for quantities are success- 
ful in reducing small orders. This 


plan insures the distributor of a 
better margin on these small sales.” 
G. F. R. Bahnson, Wm. H. Taylor 
& Co., Inc., Allentown, Pa, stated as 
follows: “Unwarranted ,sales qutlets 
hurt the business of the distributor 
although it may ,increase the manu- 
facturer’s business on certain lines,” 
in answer to the question “Does the 
establishment of an unwarranted 
number of ‘sales outlets increase the 
use of the manufacturer’s line, or 
does it add to distributors’ merchan- 
dising problems and cause them to 
lose interest in the line?” “Dis- 
tributors’ salesmen lose interest in a 
line that can be purchased most any 
place. On the other hand sales 
have progressively increased when 
manufacturer has given exclusive 
distribution.” H. P. Ladds, National 
Screw & Mfg. Co., Cleveland, Ohio, 
in answer to the same question 
stated, “distribution that gives real 
representation to manufacturer and 
the manufacturer who selects his 
distributors with care is the one 
that will get the best business.” 

D. W. Northup, president of the 
manufacturers association stressed 
the importance of the Dallas Con- 
vention and urged that members 
keep this in mind when making 
plans for the summer. 
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$1.50 Value... Free to You! 
Gives You $1.50 Extra Profit 


@ Here's the fast-selling Taylor 
Roast Meat Thermometer that 
comes free to you with every 12- 
doz. box you order. (You get 2 
free in a dozen. And so on.) It’s 
packed in an attractively litho- 
graphed and varnished box, with 
skewer. Place your order now... 
And don’t forget—the more you 
order, the more free ones you get! 


NOVEMBER 30, 1939 


HERE’S THE DEAL: One Taylor 
Roast Meat Thermometer—FREE 
In Every Box of 6 You Order! 


RDERS are pouring in from all 
O over the country! Dealers are 
taking advantage of this history- 
making Taylor offer that nets them 
—on a strongly advertised Roast 
Meat Thermometer—an extra profit 
of $1.50 on every 7 they sell! 

And now many of these dealers 
have asked us to continue the deal 
—so that they might order and re- 
orderin time for the usual Christmas 
rush. (These Taylor thermometers 
make wonderful gifts!) Therefore, 
we’ve put off closing date to Mid- 
night, Jan. 1, 1940. And that’s final! 


This deal is clean-cut—no strings 
attached: With every 14-dozen box 


of Taylor Roast Meat Thermom- 
eters you order, you get one abso- 
lutely free. And that’s $1.50 extra 
profit for you on every $9.00 (list) 
order. 


EASY TO SELL! These Roast Meat 
Thermometers with the noted Tay- 
lor name are popular with house- 
wives from coast to coast. They sell 
all year round. But at Christmas 
they’re nothing short of sensational! 
So get your supply now—when you 
can take advantage of thisfree goods 
offer...and the Christmas gift rush! 

To make sure you won’t forget, 
better tear out, fill in, and mail this 
coupoh today. 





— 





OFFER DEFINITELY 
ENDS MIDNIGHT, JAN. 1, 1940 
—SEND THIS COUPON NOW! 





> ee ee ee ee ee ee ee ee eee ee ee ee ee ee ee es ee = 
Taylor Instrument Companies, Rochester, New York 
doz. of your Roast Meat Thermometers at $9.00 per 


Please send me 


¥-doz. (list). I understand I get one Taylor Roast Meat Thermometer free 


with every 14-doz. box I order. 


Signature 





Business 





Street 





City 


State 





ik 


a 
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Leslie Davis of Australia 


By SAUNDERS NorRVELL 


| Pe DAVIS, man- 
aging director of S. 
| Hoffnung & Co., Ltd., Sydney, 
‘ New South Wales, Australia, after 


landing in Los Angeles, visiting 
San Francisco and other places in 
California and stopping in Chi- 
cago, finally reached New York 
and called at our office. Messrs. 
Hoffnung & Co. is one of the old- 
est jobbing and manufacturing 
concerns in Australia. The busi- 
ness was conducted by Mr. Davis’ 
father and now he has two sons 
in the firm working under him. 
They carry a very broad line of 
merchandise consisting of hard- 
ware, stoves, china, glassware and 
general housefurnishing good s, 
mill supplies, etc. 

From the accompanying illus- 
trations it will be seen their build- 
ings, store arrangement, etc., are 
thoroughly modern and up to 
date. 

In their wholesale department 
they cover all of Australia with 
100 regular traveling salesmen. 
Among their hardware lines they 
feature many well-known Ameri- 
can brands. Mr. Davis stated 


that if the regular Australian me- 
chanic’s tool kit were inspected 
you would find Disston and At- 
kins saws, Stanley planes and 
Nicholson files. Chisels, hammers 
and hatchets would be of English 
make while gimlets and small 
tools, such as pliers, would be 
German. Therefore, the kit would 
be thoroughly cosmopolitan. Just 
why the mechanic would choose 
this tool or the other was just a 
matter of personal preference. 
Builders’ hardware was largely 
British as they had in a large 
measure duplicated American 
goods, making them lighter and 
dropping the old-time, traditional 
heavy British locks and _trim- 
mings. 


Self-Contained Policy 


Speaking of the policy of Aus- 
tralia, Mr. Davis stated it was to 
become “self contained” in all 
lines. Customs duties, tariffs, etc., 
were very high and the consumer 
in Australia who wished foreign 
goods had to pay for them through 
the nose. For instance, a Stetson 


The crockery and glassware show room of S. Hoffnung & Co., Ltd., 
like the rest of the establishment, is modern in every respect. 


38 








FACTS ABOUT 
AUSTRALIA 


Population 


Approximately 6,500,000 

86 per cent Australian born 

97 per cent are of British 
stock 

“A White Man’s Country” 


Currency 


One currency 

£100 sterling equals £125 in 
Australian currency. 

There’s a liberal premium 1n 
US. — $$ — 


Fishing 
The big game fishing is the 
finest in the world. 


Products 


Wool—annual production 
1,010,000,000 Ibs. 
110,000,000 sheep. 

Following values in dollars 

1936-1937: 

237,175,000 

150,957,000 

45,148,000 

51,000,000 


89,239,000 
27,364,000 
Biives, ete. ..... 21,709,000 
Gold 44,701,000 
Manufacturing . 662,764,000 











hat selling in the United States 
at $5.00 would sell at about $15.00 
in Australia. American shoes 
would be in the same proportion. 
Women’s gowns selling here at 
$15.00 would be $45.00 there. 
One reason for this, said Mr. 
Davis, was the danger of the re- 
tailer being stuck with high- 
priced, unsalable goods. So if 10 
American gowns were bought six 
must be priced at a figure to 
cover the loss on the remaining 
four, in case all were not sold. 
Thinking from the point of view 
of the mass consumer there was 
no hardship in such high prices 
on foreign goods as, Mr. Davis 
said, there were plenty of good 
quality, Australian-made goods to 
supply the home demand at very 
reasonable prices. In many, if 
not most, these prices were lower, 
quality for quality than in the 


HARDWARE AGE 





ol f al 


my 


ae es wal [- 


a ee ae fae 1) feel Peal fel fe 


grey | 


[ — 














ROLLING MOTION 
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EXTRA LONG 
HANDLE 
FULL STROKE 
INCREASED 
POWER 
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If it's a Myers Hand Pump, you 
know it will give complete customer 
Not just 


another pump of uncertain perform- 


satisfaction every time. 


ance values but a pump built to 
stand up under all kinds of condi- 
tions and give the best of service 
over a period of many years. That's 
the reason Myers Hand Pumps con- 
tinue to be big sellers throughout 
the country. 


Ease of operation—large capacity 
—durability—add modern design, 
attractive finish and Myers exclusive 
features and you have the answer to 
Myers leadership in hand and wind- 
mill well, house and cistern pumps. 


And s0, it is little wonder that deal- 
ers everywhere sell them—sell them 
with confidence and at a better 
Stock Myers 
Pumps now and let them help you to 


margin of profit. 


increased pump business through- 
out your locality. 


CATALOG ON REQUEST 


THz FL.E,MYERS & BIRO.¢co. 


ASHLAND, OHIO. 


Manufacturers for over pb By of MYERS enon. BILT pus for png Atl 
WATER SYSTEMS-HAY RAIN UNLOADING TOOLS - 
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The exterior of the building 
would be a credit to any city. 


United States. This was especial- 
ly true on the important lines of 
foods and clothing. 

Where the United States was 
strong was in the labor-saving 
machines that were covered by 
patents, such as cash registers, 
and other office equipment. 

I am sure the following points 
of information about Australia 
will be of general interest and 
give us “Americans” something to 
think about. 

In territory Australia is about 
as large as the entire United 
States with Alaska added. In this 
immense territory she has a pop- 
ulation of only 6,500,000, about 
the population of greater New 
York. Australia needs mainly two 
things, water and _ population. 
There are no long, great rivers in 
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that country. Much of her terri- 
tory is arid and desert. Her cities 
are on the coast. There is no 
great interior metropolis. 


“For the White Man” 


Australia’s slogan is, “Australia 
for the White Man.” No colored 
races are permitted to remain per- 
manently in this country. There 
are only about 70,000 aborigines 
living in the interior. Ninety- 
eight per cent of Australia is white 
and most of these are British. 
Living so near the Orient, if Aus- 
tralia would let down the bars 
they would be engulfed by hordes 
of the colored races. Australia 
has few strikes and very little 
labor trouble. They have labor 


courts to enforce the labor laws 


with both the employer and labor. 
Both employers and labor must 
register at these courts and both 
are then under the protection and 
control of the court. 

Labor has the right to quit 
work but not to picket. If the em- 
ployer calls labor into court, la- 
bor must explain to the satisfac- 
tion of the judge why he quit. If 
his explanation is not satisfactory 
he is “de-registered.” In a word, 
he loses the protection of the 
court and then the employer is rid 
of him and he is an outcast as 
far as the labor system is con- 
cerned. With the employer it 
works the same way. This system 
has gotten labor out of the hands 
of professional labor racketeers. 
However, practically all workers. 
even traveling salesmen, are well 
organized into unions. 


The Wage Scale 


Rates of wages for all kinds of 
jobs have been worked out on a 
minimum weekly wage basis, the 
commonest form of labor being at 
the rate of about $20.00 a week. 
The hours are 44 per week, work- 
ing hours arranged between em- 
ployer and employee. 

Rents in Australia are low, 
prices are low, work is regular all 
the year ‘round. The climate has 
no extremes as in the U. S. and 
amusements are varied and inex- 
pensive. Taken as a whole the 
lot of the average worker in Aus- 
tralia is much better than in the 
U. S. A. He certainly enjoys 
greater security in his living. We 
now have about 9,000,000 jobless 
out of a total of 130,000,000— 
roughly 6 per cent—six out of 
every 100 workers. Australia, out 
of 6,500,000 population, has 12,- 
000 jobless or 2 per cent—or two 
out of every 100. Mr. Davis states 
they have not known, ever, in 
Australia the depression we have 
had here. 

Australia is not growing very 
fast in point of population. The 
towns do not need more people 
and the British from the poorer 
districts do not take to bush life 
in Australia. To wring a living 
from the soil is a hard and lone- 
some life. 

There is a sales tax of 6 per 
cent on every invoice. The jobber 

(Continued on page 44) 
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FOR GREATER USEFULNESS 
and LARGER SALES 


These smooth, flat-lying, non-raveling Pittsburgh Welded Fence Fabrics add a 
wide range of new, useful applications that result in increased dealer sales. Also their 
rugged strength and the absence of rough areas make them much superidr to other 
fabrics for customary uses. Bright, heavy pure zinc coating, the same as on other 
Pittsburgh Fences, give both eye-appeal on the floor and longer life on the job. 
Genuine copper bearing steel, of course. The 1''x1" mesh, illustrated, is available 
in widths up to 60" in 11, 124%, 14, 15 and 16 gauges. Other meshes include 1"x2", 
1"x4", 2"x2", 2"x4", 114"'x6" and 2"x6". These are just the right mesh spacings 
for every poultry raising purpose. Full information about these and “101” other 
farm, industrial and home uses in Circular No. 459. Write for it today. 











PITTSBURGH STEEL COMPANY, 1621 GRANT BLDG., PITTSBURGH, PA. \P/ 


Pittsburgh Weed kence Fabric 
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The Wholesale Hardware 


Business in Australia 


LESLIE D. DAVIS 


WO outstanding points which 

have struck me so forcibly this 

morning are: First, the inter- 
change of views, the generous offer 
of knowledge and experience, which, 
to my mind, no money can buy. I 
think it is really a wonderful thing 
for you gentlemen to assemble as you 
have and to interchange your views 
so freely. 

The second point which struck me 
so forcibly in reviewing your num- 
bers here, all interested in the whole- 
sale distribution of hardware, was, 
well, frankly, I fail to see how there 
is enough to go around—how you get 
your sales! 

Then too, the details worked out 
to a cent on the cost of handling 
your merchandise, shows how neces- 
sary it is that one should so closely 
watch the costs of conducting 
business. 

We, in Australia, are faced with 
just the same difficulties that are fac- 
ing you. We jobbers down there have 
a pretty hard row to hoe. The cost 
of doing business is, as far as I can 
see, about the same as yours, but, 
unfortunately, there is not that same 
spirit engendered among the aver- 
age there, as I see so prevalent here. 

I find inquiries made among a 
number of the jobbers whom I have 
met in the United States that your 
average mark-up in various types of 
hardware merchandise is 5 to 714 

*An address delivered at the 79th 
annual convention of the National 
Wholesale Hardware Association, at 
Atlantic City, N. J., October 19, 1939. 
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An outstanding figure in hardware 


circles in Australia describes the 


business methods of the Antipodes 


By Lesuie D. Davis* 


Managing Director, 
S. Hoffnung & Co., Ltd., 
Sydney, Australia 


per cent, on sales, greater than that 
which we enjoy down under. In say- 
ing that, I would qualify it in rela- 
tion to the American goods which 
we purchase from you. When I say 
“we,” I mean to say the hardware 
wholesalers and the larger retail 
importers in Australia who consume 
considerable quantities of American 
hardware merchandise. I do not say 
this because I am addressing an 
American audience, but we realize in 
the production of small tools, and 
those of larger dimensions, as well. 
that in style, efficiency and quality 
your merchandise does lead the 
world. / 


Overhead 


Among the few notes I made for 
future consideration, and which prob- 
ably I may be excused for referring 
to, was the question of overhead and 
the costs of handling. We have, in 
our own small way. endeavored to 
cope with that difficulty. In fact, we 
have found it a very grave problem 
indeed. We can’t drive our custom- 
ers away from the one-sixth and the 
one-quarter dozen lots with which 
they have been accustomed to deal 
for so many years. We have, in 
some instances, more or less directed 
them to the larger parcels, and have 
endeavored to give inducements, as 
far as rates are concerned, but so far 
we have been practically unsuc- 
cessful. 


We have made certain compari- 
sons in the handling of general or- 
ders and find that a two-page order 
will take, in broken quantities, about 
three times the actual working time, 
as against an order in its own origi- 
nal packages. 

The question of paying salesmen 
has crossed my mind many times, 
and I am wondering if it would not 
be better to pay a man more on the 
earnings that are more profitable. 
The method in Australia is to pay a 
traveling salesman a salary in the 
nature of a retaining fee. There is 
a union wage award there, which 
minimizes the payment to what 
would be $35 a week, and over and 
above that amount it is qualified 
more or less on the individual sales- 
man’s ability. The method pursued 
by us, if we employ, say, 100 sales- 
men, is to pay a man $25 a week, 
and a little more, perhaps, according 
to his seniority, and pay 1 per cent 
on the turnover; thus enabling the 
salesmen to earn from $50 to $75 a 
week plus paying all expenses on a 
first-class basis. 

Now certain departments, such as 
nails, galvanized wire, and the like 
which do not pay on the basis of 1 
per cent are offset on the other hand 
by such merchandise as toys and the 
sporting goods sections, which give 
better margins. It has crossed my 
mind whether we should not decrease 
the commission on the departments 
carrying a lower rate and increase on 
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Meet Consumer 
Demands For This 
New Low Cost Netting! —" 


U. S.4in 1—the new straight-line poultry netting with the graduated mesh— 
is sweeping the country. And, no wonder! Here is a netting of dependable 


U. S. quality which combines FOUR fabrics in ONE; provides chick-tight 


protection at a new low cost; opens up new opportunities for sales and profits. 


Note the illustration and description of this revolutionary netting at the 
right! It’s baby-chick tight at the bottom, poultry proof all the way up. 
Lower line wire$ are spaced only 5/8-inch apart; yet this netting sells for 
no more than many wide mesh fabrics. 
U. S. 4 in 1 is a companion product of the famous U. 8S. STRAITLOK and 
U.S. HEXLOK Poultry Nettings—acclaimed throughout the trade for their 
superior lock-twist weave and all ‘round dependability. All three are 
symmetrical in design, uniform, rigid. They roll out flat, cut evenly and 
without waste, stretch perfectly. "The six lower spaces are only 5/8-inch. 
Decide now to meet every demand of your trade by concentrating on these The next six spaces are only |-inch. 
three popular, fast-moving fabrics! Ask your Jobber or write direct! oo next six spaces are | 3/4-inch. 
e remaining spaces are but 2-inch. 
ROLLS OUT FLAT CUTS WITHOUT ASTE STRETCHES PERFECTLY 
= ee — Rr, + j ME eis? Ade: * Same ot > br * A 
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INDIANA STEEL & WIRE COMPANY - MUNCIE, INDIANA 
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the ones that are more profitable, 
but we find in some businesses and 
some sections we are penalizing our- 
selves by so doing. So it is still a 
problem. But I have given it a good 
deal of consideration and I intend 
to see if we cannot introduce some 
such a method as you suggest in our 
business. 

But I must say our businesses, 
while not as large as many of your 
businesses have wider coverage, 
because we have a peculiar identity 
—our hardware businesses carry a 
wider range of products than the 
business here. For example, large 
distributors have tobaccos, drugs, 
glassware, crockery and all the elec- 
tric goods, and even a wide trade in 
stationery. There are 22 sections, in 
fact, totally unallied one to the 
other. So you see, we don’t count 
the variety of lines in tens of thou- 
sands, but in hundreds of thousands, 
and it is a‘ big’ task. 

Then, too, reference has been 
made as to the value of catalogs. The 
first one we ever produced was in 
1857. We continued to produce them 
but find we are in difficulty. We find 
as we depend on overseas supplies, 
that as we would set a price on an 
article, it may not remain good for 
three months, and we are not large 
enough te produce our own catalog, 
and with continually changing the 
book it has become too costly. There- 
fore what we try to do is to carry as 
many samples as possible. Our own 
house has representatives that go out 
with as many as 18 cases, and have 
a territory which perhaps takes four 
weeks to cover—that is, the terri- 
tory is broken up into four-week ter- 
ritories. Then, too, we have men 
traveling without samples who over- 
ride the territories and pick up the 
gleanings, which is quite profitable. 


Salesmen’s Initiative 


Then, initiative in salesmen: I 
think that is another idea I have got 
here. Most of us start young,. out 
there, with the proverbial $1 a week, 
and we train the salesmen in our own 
business. We don’t believe in hiring 
and firing—we select a youth of 
probably 17 or 18 years of age and 
pick him out and watch him and 
foster him and work him through 
the various departments, encouraging 
him and teaching him, and we try 
to create that initiative. 

There are funny things we can all 
do. My pet method on the road, if 
I had something very, very special, 
apart from the samples in my trunk, 
was to carry that particular item 
in a newspaper. I tucked it under 
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my arm and went into the store and 
never said anything about the parcel 
until I had finished with the list in 
the little black book, so to speak. I 
could see the storekeeper’s eyes 
watching that little parcel and won- 
dering what it was I had in that 
newspaper parcel. That is a rough 
idea, but it used to work very well. 

Another thing I did, when we 
were specializing on table cutlery, 
was to take the special table knife, 
I never wore a- handkerchief in my 
upper coat pocket and [ had a 
little of that knife sticking out of 
my pocket—but it proved the story 
in the end. 











The keeping of accounts is one of 
the bugbears in Australia. You have 
heard that we have wool and wheat. 
Well, the wool is paid for once a 
year and likewise the wheat, and so, 
the majority of the farmers like to 
pay their bills once a year; some- 
times every second year. The store- 
keeper has to finance it and that 
comes back on the wholesaler, and 
I can tell you that is the case in a 
great part of Australia. I am not re- 
ferring to the cities, where cash is 
freer, but in the country districts, 
where are the pastoralists and pri- 
marily the producers. They have got 

(Continued on page 73) 





Leslie Davis of Australia 


(Continued from page 40) 


keeps track of it and _ remits 
monthly to the government. There 
are no rebates if bills are never 
collected. This sales tax system 
costs the government little to col- 
lect and distributes the cost of 
government among all of its citi- 
zens. Retailers add the 6 per cent 
to the cost of goods and so pass 
it on to the consumer. 

Australia is sound financially. 
Bonds are at par or more and the 
State has a large cash reserve on 
deposit in London. They not only 
keep within their budget but have 
an annual surplus over and above. 
Their premier, Mr. Lang, was a 
hard headed, honest, reasonable 
man who ran the State on com- 
mon sense principles. Australians 
believe the two most important 
things in government are plain 
honesty and practical common 
sense. Their constitution is based 
on that of the United States. They 
adopted 60 per cent from us and 
added 40 per cent to suit their 
own peculiar needs. 

Mr. Davis stated their capital 
and surplus was about £600,000 
or $3,000,000, but they could not 
use all of it in their original job- 
bing business. They felt that they 
in jobbing had just about reached 
a volume of sales that could be 
done with a reasonable profit. So 
they had been going into manu- 
facturing and other outside enter- 
prises forming smaller indepen- 
dent companies. Their plan, when 
they found something that looked 
good was to invest 50 per cent in 
the capital of such concerns and 
take part in the direction, but not 


in the management. They did not 
seek or wish control. As a result 
of this policy, Mr. Davis is a di- 
rector in a number of Australian 
commercial enterprises. 

It strikes me that this plan of 
putting surplus capital to work 
could be used to advantage by 
many American concerns. It 
would also be of great help to 
good men with the basis of a 
sound enterprise who needed cap- 
ital. 

Today the United States is in 
a financial strait-jacket because 
small concerns cannot get capital 
to expand. They have no stock 
(or shares) with an earning rec- 
ord they can offer banks as col- 
lateral and individuals with capi- 
tal are hard to find who will 
invest in the stocks of new enter- 
prises. The Davis plan supplies 
such new concerns not only with 
added capital but with experi- 
enced direction! 

Australians admire and like 
Americans. They feel that we are 
actually first cousins. They have 
a particular attachment for our 
western coast people. Many of 
their problems are the same and, 
after all, on our west coast are 
their nearest English speaking 
neighbors, only 17 ship days 
away, and the airplane in time 
will draw us nearer. 

Let me add that this interview 
with Mr. Davis was without any 
written notes and is now given 
from memory. If there are any 
errors kindly put them down to 
my poor reporting. 
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Mercury De Luxe models have set the 
1939 bicycle merchandising pace. Be- 
_ Cause of their stellar sales performance, 
* we honestly believe that no Christmas 
* stock is complete without them. 


Their initial reception from the trade was 
most enthusiastic. Since then they have demon- 
strated their remark- 
able profit potentiali- 
ties on sales floors all 
over the country. And 
they have established 
this record in direct 
competition with 
virtually every other 
make of bicycle. 





The secret of their 
unusual success is not 
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difficult to discover. ‘Way ahead in style and 
beauty, Mercury De Luxe models are neverthe- 


less surprisingly moderate in price. 


Best of all, these fully equipped models have 
proven their merit in the volume market. 
Therefore, you can be sure that they will give 
an excellent account of themselves on your 
» sales floor. If you 
have not already 
included them in 
your Christmas stock, 
write for complete 
catalog and prices. 










THE MURRAY OHIO 
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CLEVELAND, OHIO 
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CHARLES J. VIVROUX, 
president and general man- 
ager of the Vivroux Hardware 
Co., Inc., of Seguin, Texas, 
celebrated his 64th birthday 
on November 12th and the 
50th anniversary of his en- 
trance into the hardware busi- 
ness on September 23rd. Born 
in 1875, he first became identi- 
fied with hardware when his 
father, P. Vivroux, opened up 
a hardware department in con- 
nection with his tinshop and 
gun smithing business. The 
department was opened on 
September 23, 1889, and Mr. 
Vivroux started to work on 
that very day. As Mr. Vivroux 
says, “I was his only helper and roustabout, being a few 
months less than 14 years of age. After a year or two. 
Father practically turned over the buying and selling end 
to me and devoted his time to his tinshop and gun repair- 
ing. Lots of times I would go to him for advice on busi- 
ness matters, but his answer generally would be, ‘Son. 
you must learn to solve these problems yourself.’ That 
is the biggest lesson he ever taught me—to be self-reliant 
and self-dependent.” Mr. Vivroux continued with the 
business and advanced during the years to associate 





Cc. J. VIVROUX 
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Hardware Age 
Fifty Year 
Club 


partner. When the business was incorporated he became 
its president and general manager. He served for three 
years as a director of the Texas Hardware and Implement 
Dealers’ Association; was chief of the local volunteer fire 
department for seven years, and was president of the 
chamber of commerce for two years and a director for 
five years. His principal hobbies are dominoes and base- 
ball games. 


LEONARD JENNINGS 
ANDERSON, director of 
John Danks & Son, Proprietary 
Ltd.. Melbourne and Sydney, 
Australia, celebrated his 73rd 
birthday on September 24 
and the 57th anniversary of his 
entrance into the hardware 
business on July 16. Mr. 
Anderson first became identi- 
fied with hardware when he 
started out with the Danks 
firm in 1882. He has been 
with them ever since. He be- 
came a member of the board 
of directors of the company 
in June 1917, and was made 
general manager in March 
1919. Mr. Anderson has led 
an extremely active life and has had many outside 
interests. He is at present president of the Victorian 
Hardware Association; on the executive board of the 
Melbourne Chamber of Commerce; vice-president of the 
Employers’ Federation, and a member of the Rotary Club, 
the Royal Automobile Club of Victoria, the Hardware 
Club and the Commercial Travelers’ Club. His principal 
hobb’es are bowls, gardening and golf. 





L. J. ANDERSON 
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NOW 
You Can KNOW Your 
BUILDERS’ HARDWARE 


Complete from A to IZZARD 








A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME... A BIG 
$3.00'S WORTH FOR YOU AND YOUR MEN. 







There are about 10 ways a hardware man 
can use HARDWARE AGE’S Builders 
Hardware Text Book . . . You can keep it 
in your reference files for immediate, au- 
thoritative information ... you can take 
it home at nights and study its Elemen- 
tary, Intermediate or Advanced Courses 
. «+ Or you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 
to name three ways to use it. 





BELONGS 
in Your FILES 





READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS' HARDWARE TERMS 
60 CHAPTERS 





























Here are some of the chapters 


Model Stock 

Butts and Hinges 

Locks 

Window Hardware 

Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Door Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Compara- 


A lot of so-called Text Books say they are 
complete, but when you get them you find 
important information missing. Here is a 
Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way ... The comparative Charts on 








Po Sg aes Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
aes Chart) jer Locks and Latches (Compara- for Mortise Locks; Surface Door Closers and many others are worth the 
a a Locks (Comparative Chart) price alone. 
iC! 


When the news got around that we were putting Hardware Age’s “Tak- 


Schools of Design 
ing the Mystery out of Builders’ Hardware” articles in one fat volume . . . 


Window Hardware (Comparative Chart) 


Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 
School House Hardware 

Locks) 
Hotel Hardware (Suggested Lists of Locks) 
Hospital Hardware (Suggested Lists of Locks) 
Federal Specifications 
Sample Rooms 


(Suggested Lists of 

















J. HAROLD DUMBELL, 


Exec. Sec., National Contract 
Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 
book to have.” 















orders began coming in steadily for this complete 
study. * 

You need at least one copy of this Text Book, 
maybe more. Use the coupon below and have a 
copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and , 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 


 ARDWARE AGE 
239 West 39th Street, New York, N. Y. 
Gentlemen: Send me 


I 

! 

l 

| TEXT BOOK at $3 per copy. 
| 

| 

l 


(] Attached is my remittance. 
[) Send me invoice with book. 


FIRM NAME .. 
ADDRESS ...... 


copy ies) of the BUILDERS' HARDWARE 


A. H. BROWNELL, 
Author 
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Atter Hours! 





{ lights on the marquee of the motion 
picture theater go out and the crowd streams down 
the street. It is shortly after 11 o’clock in the even- 
ing. It is late in November. George Elkiott, pro- 
prietor of a retail hardware store, walks down the 
street accompanied by his son, John. They are dis- 
cussing the picture they have just seen. 

GEORGE: Not a bad picture, not half bad. Kept 
you interested and took your mind off business for 
a while. But, I must say, I didn’t think much of the 
fellow who played the part of the young salesman. 
Who was it? 

JOHN: Rufus Delacourt, but off the screen he’s 
probably known as “Butch.” 

GEORGE: Guess you said something there. What 
would you do if a fellow like that ever tried to sell 
you a bill of goods? 


JOHN: Probably call up his competitor and give 
him the order. Fresh, fresher, freshest, without an 
idea in his head. Wouldn’t be a bad idea if we sent 
Rufus that Nov. 16 issue of Harpware AGE and 
marked that article, “The Art of Selling Ideas,” by 
George H. Harper, for his attention. 


GEORGE: Yes, even a beginner like Rufus should 
be able to get a thought or two out of that article. 
What was that nickname you said he probably had? 


JOHN: Butch. 


GEORGE: That started a train of thought work- 
ing in my mind. Did you read that article on home 
butchering? You know the farmers in this section 
are talking about doing a lot of slaughtering this 
fall. Might be a god idea if we played up a window 
display of home butchering supplies. Those fellows 
must need something about this time of year. 


JOHN: Not a bad idea. But here’s another one. 
Why not have a department for home butchering 
supplies. We have the supplies in stock right now. 
Let’s get ‘em all together in a single department and 
put some punch into it. Let’s use both ideas. 


GEORGE: Guess I will. Let’s get together on it 
the first thing in the morning. When you have an 
idea the best time to act on it is right away. 


JOHN: You know that issue of HarpwarE AGE 
had one short article that contained some mighty 
good Christmas selling ideas. Believe it was about 
S. W. Yontz & Son in Illinois. Seems they spot 
Christmas gift merchandise throughout the entire 
store and attract customers to all departments. Not 
a bad stunt at that. Man comes in to buy a veloci- 
pede for his son and winds up by getting something 
for his wife. Might not be a bad stunt for us to try. 


AB 
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GEORGE: Right you are, John. Maybe we'd bet- 
ter look into it. But we'd better do it right away for 
we haven’t much time left before we start getting the 
store ready for the holidays. By the way there was 
another good Christmas story in that issue about a 
man who calls on husbands before the holidays and 
sells them major appliances to give to their wives 
for Christmas presents. What was his name? 

JOHN: Name was Boies and he was with the Clat- 
worthy Hardware Co. in Colorado. Don’t praise 
my good memory. I happened to remember all the 
details because I thought it was smart salesmanship 
and because I thought it would be a good thing for 
us to do. We have the outside salesmen and we have 
the major appliances. Why not use the idea? It’s 
good. 

GEORGE: Darned good, if you ask me. Suppose 
we get the boys together tomorrow and sell the idea 
to them. Then maybe they'll do some additional 
selling on their own accounts. And while we’re on 
the subject of Christmas, there was another good one 
in that issue about the Wren Hardware Company in 
Alabama. Gosh, those fellows even display their 
wheeled goods out in front of the store. 

JOHN: Might go well in Alabama but it wouldn’t 
up where we live. There’s too much ’snow and rain 
at this season of the year. But, I must admit, I 
liked some of their display ideas. 

GEORGE: Speaking of display, that was an in- 
teresting spread on the model hardware store of the 
American Hardware Supply Co. of Pittsburgh. Our 
own store looks pretty good but we might be able to 
improve it a bit. The idea of the model kitchen was 
particularly good. That’s the sort of thing that stops 
the housewives every time. They always wish they 
had one just like it. And when you catch them ad- 
miring something you'll usually find that there’s a 
sale just around the corner. 

JOHN: Guess I'll have to agree with you on that 
point, Dad. From what I’ve seen there are mighty 
few model kitchens in this town. Maybe we could do 
something about increasing their number. Well, 
here we are at the house. For Pete’s sake, let’s stop 
talking shop when we see Mother and the girls. 

GEORGE: All right, let’s. But don’t forget that 
we're the boys who have to make the money for the 
rest of the family and we just have to talk about 
ideas for the business. And you know where the good 
ideas come from. 


JOHN: You bet I do . . . Hanpware Ace! 
GEORGE: Right you are, Son! 
They enter the house and the street is quiet. 
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For 51 weeks you pound the pavement to your market 





but the 52nd week you are invited to set up your exhibit at the 


WESTERN HARDWARE-IMPLEMENT SHOW 


and your market comes to you 


MUNICIPAL AUDITORIUM, KANSAS CITY, MO., JAN. 16-17-18, 1940 


Ort ete 
& 





The $7,000,000 MUNICIPAL AUDITORIUM, the most complete building ever constructed, will house every activity 
of the convention. Every facility of the auditorium and the whole-hearted support of its personnel are at the 
service of the exhibitors. 


Here under one great roof, in a marvelous 
show, celebrating its 5lst consecutive year, 
you will find on display 


GENERAL HARDWARE 
BUILDERS’ and FINISH 
HARDWARE 

ELECTRICAL APPLIANCES 
and all other types of hardware items, the 
very latest in style and utility. There will 
also be on display 


FARM IMPLEMENTS 


SPORTING GOODS 
STOVES 
FIREARMS 


TRACTORS 


DISPLAY BOOTHS Very desirable Display Booths 
are still available for Manufac- 
turers and Jobbers. 


REMEMBER THE TIME AND PLACE 
January 16-17-18, 1940, at the 
MUNICIPAL AUDITORIUM. 
KANSAS CITY, MO. 


The very latest in up-to-date farm ma- 
chinery and equipment will be exhibited. 


You can’t afford to miss this show if you are 
interested in reaching the many thousands 
of members of the Western Retail Implement 
and Hardware Association and _ countless 
thousands .of other individuals who will at- 
tend the exhibits. 


Send in your reservation now for space at 
this 51st Convention. 


For further information write or wire 


THE HARDWARE and IMPLEMENT SHOW COMMITTEE 
MUNICIPAL AUDITORIUM, KANSAS CITY, MO. 
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News of Retailers, Jobbers, 
and Manufacturers and 
Salesmen 








FIRE 


One of the largest fires in 


Nashville, Tenn., history, razed 


plant No. 3 of the Gray & Dud. | 


ley Co., causing a loss estimated 
between $150,000 to $200,000 
by Foskett Brown, president of 
the company. Mr. Brown stated 
the the heavy loss was due to the 
destruction of equipment, ma- 
chinery and merchandise. The 
building, also, was completely 
destroyed. The properties are 
adequately insured. 

The razed plant was the com- 


pany’s oil heater, gas and elec- | 


tric range assembly plant, and 
was the smaller one of three 
operated by Gray & Dudley. 
Despite the loss of this plant, 
which was in full productivn at 
the time, Gray & Dudley is still 
in position to fill its oil heater, 
gas and electric range orders, 
since there is sufficient stock of 
these items on hand until their 
production can be consolidated 
at the main plant. Arrangements 
are already under way to start 
production at other plants. 
Deliveries on the Washington 
and Volco lines of coal and wood 
ranges, cook stoves ,circulating 


heaters and heating stoves, are | 
expected to be made as usual, | 


with no delay occasioned by the 
fire. The company will continue 


to give its wholesale and retail | 


customers reasonable service on 





RAZES SMALLER ASSEMBLY PLANT 


OF GRAY & 


Damage estimated at $200,000. 
Production of Washington and 
Volco lines shifted to other 
plants to insure deliveries. 


) 


sorbed into the company’s other 
plants and it is expected that 
all will be back at work by 
| Dec. 1. 

| Gray & Dudley will resume 
| production on these products, 
| heretofore manufactured in its 





assembly plant, in its main 
Washington plant at the first 
| possible opportunity. In com- 


O'BRIEN HEADS TOASTMASTER’S 
DOMESTIC APPLIANCE DEPT. 


D. Scott Campbell, executive 
vice-president of the McGraw 
Electric Co., Elgin, Tll., has an- 








W. E. O'BRIEN 


its Washington and Frogil oil | 
circulators, as well as on _ its 


Washington-Frogil-Volco gas and 
electric ranges. 

The fire is reported to have 
originated in the basement by 
sparks from an electric welder, 
igniting a pool of distillate that 
had been spilled on the floor 
from the oil heater tank test vat. 
Within two minutes the entire 
building was in flames. 

One hundred and _ twenty-five 
persons are employed in the de- 
stroyed plant. These employees, 
Mr. Brown stated, are being ab- 
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| to enter another 


nounced the appointment of W. 
| E. O’Brien as sales manager of 
| the domestic appliance depart- 
ment and B. M. Riker sales man- 
ager of the commercial equip- 
ment department. Comprehensive 
plans for intensifying the sales 
advertising activities in both de- 
partments have made it desir- 
able to place a sales manager in 
each, according to Mr. Campbell, 
who also announced the resigna- 
tion of K. C. Gifford as of Dec. 1 
field of ac- 





tivity. 


READ IT IN HARDWARE 


NEWS OF 
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DUDLEY COMPANY 


menting upon the disaster, Mr. 
Brown stated: 

“We are all determined to con- 
vert this catastrophe to our ulti- 
mate benefit by improving our 
manufacture of our three lines 
of oil heaters, gas and electric 
ranges, in our largest plant for 
increased production of better 
products.” 





| Mr. 


| 


O’Brien joined the Mc- 
Graw Electric Co. sales organiza- 
tion in 1934, covering seven 
| states on the Atlantic seaboard. 
| He had previously been associ- 
| ated with the Aluminum Co. of 
| America and the Chicago Flex- 
| ible Shaft Co. In 1935 he be- 
| came assistant sales nanager for 
| McGraw. 
| Mr. Riker has served for 
| the past two years as assistant 
sales manager of the commer- 
| cial equipment department which 
| covers the important hotel, res- 
fey and institution market 
for Toastmaster commercial-type 
toasters, waffle bakers, and roll- 
| warmers. 





B. M. RIKER 


| 
| 














SPORTING GOODS BUYER 
FOR VARICK COMPANY 


Charles Morse has been ap- 


| pointed buyer and head of the 


sporting goods department for 
the John B. Varick Co., whole- 
sale hardware concern at Man- 
chester, N. H. Mr. Morse suc- 


| ceeds Carl R. Lagerquist who has 


retired after 47 years in the com- 
pany’s service and 25 years as 
head of the sporting goods de- 


partment. 
A banquet was given Mr. 
Lagerquist at the Rice-Varick 


Hotel and he was presented with 
a Masonic pin on behalf of the 
members of the sporting goods 
department and a wrist watch by 
other employees. George E. 
McClintock, general manager of 
the Varick company made the 
presentations. 

Mr. Lagerquist plans to retire 
to his farm in Pembroke and 
will spend part of each year in 
the South. 


GLASS CENTER SCHEDULED 
FOR N. Y. 1940 FAIR 


The million-dollar Glass Center 
at the New York World’s Fair 
sponsored jointly by the Owens- 
Illinois Glass Co., Toledo, Ohio, 
the Pittsburgh Plate Glass Co., 
Pittsburgh, Pa., and the Corning 
Glass Works, Corning, N. Y., will 
again be a feature of the 1940 
Fair. Highly pleased by the 
large attendance at the building, 
which has exceeded 6,408,000 
persons, the glass companies plan 
innovations to add to the present 
show for the coming season’s ac- 
tivities there. 

According to numerous polls 
made on attendance and interest 
in various exhibits, the Glass 
Center with its glass blowers in 
action, making of fiberglas cloth 
and other features, ranked first 
in the industrial and commercial 
exhibit field as the one to which 
persons returned most often, and. 
in all polls taken, was among the 
first ten most popular attractions 
at the Fair. A peak crowd of 
110,000 persons crowded into the 
Glass Center in a single day, dur- 
ing the Labor Day week-end, and 
from the very opening of the 
Fair up to the present time each 
performance has found the huge 
rotunda packed to capacity. 
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CHARLES E. WILSON HEADS GENERAL ELECTRIC CO; 
PHILIP D. REED BECOMES BOARD CHAIRMAN 


Gerard Swope Named Honorary President 
and Owen D. Young Hononary Chairman 


Charles E. Wilson, executive 
vice-president, was elected presi- 
dent of the General Electric Co., 
Schenectady, N. Y., and Philip 
D. Reed, assistant to the presi- 





Cc. E. WILSON 


dent, was elected chairman of 
the board of directors of the com- 
pany at a meeting of the board 
of directors in New York City, 
Nov. 17. They will take over 
their responsibilities, Jan. 1, suc- 
ceeding Gerard Swope and Owen 
D. Young, who will become hon- 
orary president and _ honorary 


chairman of the board respec- 
tively. 
Mr. Swope and Mr. Young 


are retiring in accordance with 
the company’s retirement policy 
adopted during their administra- 
tion. Both will remain as direc- 
tors. 

Mr. Wilson began his career 
at the age of 13 as an office boy 
with Sprague Electric, a former 
constituent company of General 
Electric. Since then he has 


I., and New Kens- 
works. 


Mazpeth, L. 
ington, Pa., 


In 1923 he went to Bridgeport, | 


Conn., as managing engineer in 
charge of the conduit and wire 
business, and two years later he 


| was appointed assistant manager 
| of General Electric’s Bridgeport 


works. In 1928 he became assis- 
tant to the vice-president in 
charge of the merchandise de- 
partment. Two years later he 
became manager of the merchan- 
dise department in charge of en- 


gineering, manufacturing and 
sales and in December of that 
year was elected a_ vice-presi- 


dent of General Electric, and was 
one of the original members of 


| the newly formed appliance sales 


| committee of the company. 


In 


| 1935 he was assigned the addi- 


wfiien 





served in practically every func- | 


tion of the business. and in many 
capacities. In 1914 he was ap- 
pointed assistant superintendent 
of the factory and shortly after, 
sales manager. In 1918, the year 


following transfer of the conduit 
business from Sprague to Gen- 
eral Electric, he beca ne assistant | 
general 


superintendent of the 
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tional responsibility of directing 
all appliance activities, including 
refrigerators, electric ranges, and 


| other kitchen appliances, as well 


as air conditioning equipment. 
He was appointed executive vice- 
president of the company in 1937. 

Mr. Reed has been assistant 
to the president of General Elec- 





PHILIP D. REED 


tric since 1937. He joined the 
company’s law department in 
1936. In 1928 he was transferred 
to the incandescent ]amp depart- 
| ment and from 1934 until his 


| president in 1937, 


he was gen- 


| eral counsel for the lamp depart- 


| 








appointment as assistant to the | 


ment. 


DEVOE & RAYNOLDS NAMES 
A NEW VICE-PRESIDENT 


Earl L. Pangborn has joined 
the Devoe & Raynolds Co., Inc., 
1 W. 47th St., New York City, 
as vice-president in charge of 
finance, accounting and adminis- 
tration. Mr. Pangborn was for- 
merly vice-president of the Com- 
mercial Solvents Corp. He 
continues as a director of The 
Controllers’ Institute of America. 
HARDWARE, TOOLS SOUGHT 

FOR PHILIPPINES 


The Philippine Commercial 
o., 347 Fifth Ave., New York 
City, manufacturers’ representa- 
tive is interested in securing 
hardware and tool lines for sales 
exclusively in the Phillippine 





Islands. 





GRAYDON H. TAYLOR 
TAYLOR ON WEST COAST 
FOR HORTON MFG. CO. 
Graydon H. Taylor has joined 
the sales force of the Horton 
Mfg. Co., Fort Wayne, Ind. He 
has been appointed district man- 


ager for the San Diego, Cal., ter- 
ritory. 
Mr. Taylor is well known in 


Southern California and has had 
a wide experience in dealer and 
distributor sales of electrical ap- 
pliances. 








NORWEGIAN MFRS. AGENT VISITS U. S. 
SEEKS ADDITIONAL HARDWARE LINES 


J. K. Borch, manufacturers’ | years. 


representative in Norway, is now 
in the United States visiting the 
American Hardware factories 
which he represents abroad. He 
plans to remain here until the 
end of the year and while in the 
United States is desirous of se- 
curing additional, non-conflicting 
hardware lines for sales repre- 
sentation in Norway. 

At present he is representing 
the Millers Falls Co., Green- 
field, Mass., the Faultless Caster 
Corp., Evansville, Ind., Vaughan 
& Bushnell Mfg. Co., Chicago, | 
Ill., The Wayne Pump Co., Fort | 
Wayne, Ind., the Trimont Mfg. 
Co., Boston, Mass., the Rennous- 
Kleinle Division (steel brushes) 
of the Pittsburgh Plate Glass 
Co., Pittsburgh, Pa., and The | 
Estwing Mfg. Co., Rockford, Ill. | 

Mr. Borch has been selling 
American hardware lines in Nor- 
way since 1930. Previously he 
was associated with the Marshall- 
Wells Co., Duluth, Minn., for 12 | 





His firm travels four men 
throughout Norway and _his 
headquarters are at Tollbugata 
3, Oslo. While in the Wnited 
States he can be reached through 
the offices of his forwarding 
agent, P. A. Gaynor & Co., 4 
Whitehall St., New York City. 





J. K. BORCH 















ANTI-TRUST HEAD TO CRACK DOWN 


ON ILLEGAL UNION PRACTICES 


(Washington Bureau 
of HaRDWARE AGE) 


In a letter to the secretary of 
the Central Labor Union of In- 
dianapolis, Ind., Thurman Ar- 
nold, head of the Justice Depart- 
ment’s anti-trust division, went 
out of his way to clarify the de- 
partment’s attitude with respect 
to labor unions in the construc- 
tion industry, insisting that he is 
prepared to crack down on what 
he called illegal union practices 
having “no reasonable connection 
with such legitimate objectives as 
wages, hours, safety, health, un- 
due speeding up or the right of 
collective bargaining.” 

What the reaction to Mr. Ar- 
nold’s outspoken statement will 
be in higher Administration quar- 
ters, where matters involving pos- 
sible alienation of labor have 
been handled gingerly in the past 
six years, is open to question but 
some observers regarded the Ar- 
nold letter as the Justice Depart- 
ment’s answer to recent claims 
advanced by the AFL and the 
CIO that trade unions are ex- 
empt from the anti-trust laws. 

Listing boycotts, strikes or co- 
ercion by labor unions as likely 
to be subjected to Justice Depart- 
ment prosecution, Mr. Arnold 
specifically noted five types of 
“unreasonable restraints” which, 
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in his opinion, are “unquestion- 
able violations of the Sherman 
Act.” These were: 

1. Unreasonable restraints de- 
signed to prevent the use of 


cheaper material, improved 
equipment, or more efficient 
methods. 


2. Unreasonable restraints de- 
signed to compel the hiring of 
useless and unnecessary labor. 

3. Unreasonable restraints de- 
signed to enforce systems of 
graft and extortion as where “a 
racketeer, masquerading as a la- 
bor leader, interferes with the 
commerce of those who will not 
pay him to leave them alone.” 

4. Unreasonable restraints de- 
signed to enforce illegally fixed 
prices. 

5. Unreasonable restraints de- 
signed to destroy an established 
and legitimate system of collec- 
tive bargaining. 

“The anti-trust laws should not 
be used as an instrument to po- 
lice strikes or adjudicate labor 
controversies,” Mr. Arnold as- 
sured the Indianapolis labor rep- 
resentative. “The right of collec- 
tive bargaining by labor unions 
is recognized by the anti-trust 
laws to be a reasonable exercise 
of collective power. Therefore, 
we wish to make it clear that it 





is only such boycotts, strikes or | 


coercion by labor unions as have 
no reasonable connection with 
wages, hours, health, safety, the 
speed-up system, or the establish- 
ment and maintenance of the 
right of collective bargaining 
which will be prosecuted.” 

The Justice Department has no 
choice in the matter, Mr. Arnold 
asserted, explaining that such 
practices even go beyond the dis- 
senting opinions of the Supreme 
Court which he said recognize a 
broader scope for the legitimate 
activities of labor unions than 
the majority opinions. He said 
in his letter that unions stand to 
gain by Department of Justice 
action in the current building in- 
vestigation because the presenta- 
tion of argument, instead of being 
“in the hands of those who may 
be hostile to organized labor,” is 
being handled by “officials with 
a public duty to be fair, consis- 
tent, and constructive.” 





APPLIANCE ASSN. IN 
NEW OFFICE 


The Electrical Appliance Deal- 
ers’ Association of Brooklyn, Inc., 
has moved to new headquarters 
at 1271 Bedford Ave., Brooklyn, 
New York. The organization’s 
phone numbers now are Nevins 
8-4616 and 4617. Thomas W. 
Bolger is executive secretary of 
the association. 





PROGRAM OF SO. CALIF. 
HARDWARE CONVENTION 


J. V. Guilfoyle, managing 
director of the Southern Cali 
fornia Retail Hardware Associa- 
tion, Los Angeles, Calif., has an 
nounced program plans for the 
association’s annual convention 
which will be held Feb. 19 to 
21, 1940, at Long Beach, Calif. 
Among the speakers will be 
Horace Aikman, Cazenovia, N. 
Y., president of the N.R.H.A. 
and Charles J. Heale, editor, 
HARDWARE AGE. 

H. L. Johnson, president of 
the association promises new and 
interesting features at the con- 
vention including many business 
clinics to analyze, “How to Get 
Old Custoners Back,” “How to 
Secure New Customers in Your 
Trade Area,” “Selling on Short 
Period Credit Terms,” “Improv- 
ing Window Displays,” “Improv- 
ing Advertising and Display Pos- 
sibilities,” etc. 

Sessions and the trade ex- 
hibition will be held in the 
Long Beach Municipal Audito- 
rium. The exposition will be 
open daily from 1 p.m. to 11 
p.m. continuously. Free admis- 
sion, without tickets, will be 
available to every one in the 
hardware industry, either manu- 
facturers, wholesaler or retailers. 
Convention sessions will be held 
in the afternoon and evening. 














More than 600 dealers, wholesalers and manufacturers’ representatives attended the thirtieth annual banquet of the Metropolitan 


Hardware Association, held Nov. 16th at the Hotel Commodore, New York City. 


Guests of honor at this annual banquet were 


the Rev. Father Eugene J. Erny; Harry D. Kaiser, member, board of governors, N.R.H.A.; Thomas Johnston, president, New 
York State Hardware Assn.; W. Glenn Pearce, secretary, PASHA; H. A. Cornell, honorary chairman, Metropolitan Association; 
Sydney H. Atkinson, president, Metropolitan Assn.; August C. Flamman, association counsel; Charles J. Heale, editor HARD. 
WARE AGE; John Nichols, eastern manager, Hardware World; Harry Kornrumph, president, Hardware Square Club; Edward 
W. Erickson, president, Hardware Boosters; Earl Clapp, president, Hardware Trade Association; Alex W. Dow, president, 
Brooklyn Hurdware Assn.; Henry K. Ruschmeyer, vice-president, Manhattan and Bronx Hardware Assn.; E. W. Cundall, presi- 
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dent, North Jersey Hardware Assn., and Charles L. Tiffin, president, Westchester Hardware Assn. 
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McCLASKEY JOINS ACE HDWE. 
PURCHASING DEPARTMENT 


C. B. MeCLASKEY 


Charles B. McClaskey has 
joined the Ace Hardware Corp., 
1319 S. Michigan Ave., Chicago, 
Ill., and will be associated in 
the company’s purchasing depart- 
ment. Mr. McClaskey was for 
the past four years with the 
Biddle Purchasing Co., New 
York City, as its Chicago hard- 
ware and mill supply department 
manager. Prior to that he was 
associated with the Buffalo 











EDWARD L. POSS 


Wholesale Hardware Co., Buf- 
falo, N. Y., and the Burhans & 
Black Co., Syracuse, N. Y. 

Edward L. Poss some time ago 
also became associated with the 
Ace Hardware Corp. as advertis- 
ing and merchandising manager. 
Mr. Poss was formerly associated 
with the Tru Test Marketing & 
Merchandising Corp., Chicago, 
and the Simmons Hardware Co., 
St. Louis, Mo. 





“*Amerock”’ Is New Trade Name 
For American Cabinet Hdwe. Corp. 


“Amerock” is the new trade 
name which will bg universally 
applied to everything manufac- 
tured by the American Cabinet 
Hardware Corp., Rockford, II. 
Although individual products will 
retain their own registered trade 
names (such as “Luster-Chrome” 
cabinet hardware, “Roll Point” 
friction catches, “Wintite” sash 
locks, “Color-Trim” cabinet hard- 
ware, etc.) all products will be 
identified under the single family 
name or company name of 
“Amerock”. 

To assure positive identifica- 
tion and protect against imita- 
tions in design and construction, 
all products of the American 
Cabinet Hardware Corp. will be 
marked “Genuine Amerock Prod- 
ucts” on all envelopes, boxes, 
cartons, etc. In addition, each 
individual piece of hardware will 
be stamped with the distinctive 
“A” enclosed in a circle which 
is an integral part of the “Ame- 
rock” name. 

A new logotype design, will be 
used in all printed matter in- 
cluding letter-heads, envelopes, 





business cards, office forms, 
pamphlets, advertisements, dis- 
plays, etc. 


POT AND KETTLE NEWS 


A wide variety of interesting 
luncheon programs are keeping 
the attendance of the Los An- 
geles Pot and Kettle Club up to 
a high level. The club was re- 
cently honored by an official visit 
by Mike Sweyd, president of the 
Associated Pot and Kettle Clubs 
of America. November meetings 
included a motion picture of 
“The World’s Fastest Mile” 
through the courtesy of the Gil- 
more Oil Co.; a talk by Brown 
S. McPherson, sales promotion 
manager of The Broadway de- 
partment store on the operation 
of the Better Business Bureau; 
Carroll Craig telling of his eight- 
months’ trip around the world 
and Louis Valperga, who spoke 
on wine, how it is made and how 
it should be served. 





AMERICAN CABINET HARDWARE CORP 


ROCKFORD 
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EVERYTHING ELSE! 





ONCE MORE IT’S 


IBSON 






PRICE! pzus 






Model ER-390-H without 
Kookall Shown 


The 
KOOKALL Electric Range ‘Og ™ 








10 Different Surface Heats by Watts! 


Heading a Complete SHORT Line, Scaling 
Up, Covering Entire Market WITHOUT _ Retail List F.0.8. Factory 


Big Investment ea Py my wi , 


Price! Wanted Features! Dealer-Signed Local Advertising! S5-Heat 
Chromalox Units! 2-Element Sealed Oven! 
And 1940's Heavy Sales Artillery... KOO KA L L! 


LOOK AT THE RECORD! The refrigerator industry 
moved up last year—and Gibson’s sales moved up 929; 
ahead of the industry’s average! Were you there ? 


LOOK TO 1940! Gibson repeats! Here’s a woman’s range 
at a man’s price. It meets every prospect half way, 
without big investment. It’s your open road to the 
big, new range profits! 

Dealerships are being spoken for now. SPEAK FOR 
YOURS NOW! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE, MICHIGAN 


Export Office: 201 N. Wells St., Chicago, U.S. A. 
Cable Address: Gibselco, Bentley Code 





SOON TO BE REVEALED! 


We’ve Got the Industry’s Biggest 
Promotion Plan—“Under Blankets” 
—Ready to Shoot Soon 


WE MADE GOOD OUR '39 PROMISE 
WITH A GAIN...92% BETTER 
THAN THE INDUSTRY’S AVERAGE 


So Depend On it... 1940 WILL 
SEE THE SAME, AND MORE! 


With the 40 short trade-up line you can sell 
a Gibson to everyone—from the minimum- 
price customer on "P to the one who is 
drawn in by 1940’s biggest buy but who 
remains to take your top-price Freez’r 
Shelf job. And you do this without slow- 
motion numbers or big investment. 


INQUIRE NOW! 
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* YOU CAN SELL 


DEPENDABLE PROTECTION 











with this Burglar-proof Lock 


This new Dudley lock is by far the safest lock on the 
market. And it has the additional advantage of a 
key that can not be duplicated on commercial key-mak- 
ing machines. You can make your duplicate key busi- 
ness pay you a profit at no additional expense. 


Look at the above illus.ration of the Dudley key and 
plug assembly, and see the four rows of tumblers, in- 
stead of the usual single row, that can be aligned in no 
other practical way except by use of the patented 
Dudley four-edged key. This principle is so sound 
that it is approved by Underwriters’ Laboratories. 












4 DUDLEY BURGLAR-PROOF PADLOCK 
bY) 


Made of solid brass, fully protected 
by an armored steel bonnet and 
keyhole plate, by loosely fitting 
guard pins, and by a shackle of 
special steel alloy of tremendous 
toughness. Designed to provide 
maximum strength at all points of 
possible attack. With the pick-re- 
sisting Dudley cylinder and the con- 
trolled key, it successfully resists 
picking, jimmying, sawing, drill- 
ing, and even smashing. 











DUDLEY JIMMY-PROOF RIM LOCK 


This rim lock may quickly and easily RETAILS F 
be installed on all kinds of swinging AT ms ¥v 
and sliding doors. The lock case, bolt $&25 
and strike are made from the finest §25 
material obtainable—manganese bronze 
which has over twice the tensile 
strength of other commonly used brass 
or bronze allcys. Together with the 
scientifically engineered design of in- 
terlocking bolt,” strike and lock case, 
this lock provides maximum protection 
against the jimmy, hammer or saw. 























Dudley burgler-proof locks can be fur- 
nished keyed alike, keyed differently 
or master keyed as required. They 
ean be furnished in series with any 
other type of Dudley Lock. The tumbler set up can be changed 
readily at point of installation through use of a new plug assem- 
bly un’t. It is a simple matter of but a few moments to remove 
old cvlinders and replace the plug assembly with the factory- 
assembled units. 


There is a Dudley Burglar-proof Lock for every need. Write 
for catalog and ful! information about this profit-making line. 


* DUDLEY LOCK CORPORATION 


327 NORTH WELLS STREET CHICAGO, ILLINOIS 














| turer to the final user; industrial 


Midwest Metal Stamping Co. Acquires 
One Minute Washer Company 


The Midwest Metal Stamping ; duction on a full-time basis. Now 
Co., Kellogg, Iowa, has pur-| at the disposal of the One Min- 
chased all the machinery, equip- | ute Washer Co. is a new, modern 
ment and assets of the One| chrome and nickel plating de- 


Minute Washer Co., which was partment, a complete die te 
located for the past 41 years at tool department, and new mod- 


: ern machinery. 
Newton, Iowa. The machinery The title of the new company 


and equipment have been moved | j; now One Minute Washer Co., 
to Kellogg and are now located in | diyision of Midwest Metal 
a new plant which was built | Stamping Co. Carl Bergman, 
especially for the housing of the | sales manager, and Charles Bas- 
factory. This) sett continue with the new or- 
factory is now under full pro- | ganization. 





newly acquired 


| prices and price policies; the 
Robinson-Patman Act; price 
control and the “fair trade acts”; 
in Marketing, dealing with the | turnover; expenses, profits and 
distribution of manufactured | losses in marketing; ways of re- 
goods, has just been announced | ducing marketing costs; methods 
by the University of Wisconsin, of meeting competition; and 
Extension Division, Madison, | regulation of unfair competition. 
Wis. Written especially for those The Extension Division has 
engaged in sales and advertising | also announced the completion 


WISCONSIN EXTENSION 
DIVISION ADDS COURSES 


A new correspondence course 


| work, the course emphasizes the | of 4 revised and greatly ex- 


sales strategy and distribution | 
channels used in marketing con- 
sumer goods from the manufac- 


panded course in Business 
Management. 

Among the topics covered are: 
Forms of business organization; 
initiating an enterprise; organ- 
ization of the sales, finance, 


marketing is treated briefly. 

The topies covered include: 
the competitive and _ internal | ; 
problems of independent stores, | Production, personnel, and ac- 
corporate } counting departments; planning 
and operating problems involved 
in manufacturing, selling, and 
financing; risks of business and 
ways of meeting them; business 


department stores, 
chains, voluntary chains, mail- | 
order houses, house-to-house sell- 
ers, and consumers’ co-operatives; | 
the services and limitations of | 
wholesalers and agent middle- | failures, their causes and_pre- 
men; choosing a method of dis-| vention;  interrelationships of 


tribution; selective selling; | departments. 





William G. Hibbard, one of the salesmen of The Wm. Scholl- 
horn Co. New Haven, Conn., suggested his company use this 
unique merchandise display car. The trailer is a Bantam 
station wagon-type car. Inside the windows on each side are 
panels on which are arranged Bernard tools made by Schollhorn. 
In the rear, the end lets down and inside is a large panel on 
which more of these tools are displayed. Mr. Hubbard covers 
his territory with this car. 
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GLIDDEN CO. ESTABLISHES 
CLEVELAND COLOR CENTER 








NOW -NaTIONAL 




















any a er 
New appreciation of paint as | painting effects as seen in the 
Now a medium for beauty and greater | models. It goes much further 
Min- living enjoyment is the aim of a/ than that. Those who visit the A DV FE ® T : 4 : N G 
odern new consumer service inaugu-| Center will have the opportunity 
z de- rated by The Glidden Co., Cleve-| of consulting with experts ready 
and land, Ohio, on Oct. 5, in its|to direct the paint user in the 
mod- Color Center at Euclid Ave. at | solution of his or her problems. 
Ninth St., in the Union Com-| Among the painting authorities 
pany merce Building. whose advice will be available to 
- Co., By a series of painted scale | the patrons of the Color Center, 
etal models, offered for inspection on| will be Carl Smedley, widely 
man, batteries of revolving tables, the | known for his artistic color har- 
Bas- consumer is able to visualize as| monies in the industrial field, his 
vy or- never before, the decorative ef- | studies in the concepts of the 
fects of both interiors and ex-| Munsell Color System and _ for 
Sat teriors, when subjected to paint| his many striking color as- 
2 applied in an intelligent and ar-| semblies in the automotive in- 
the tistic fashion. dustry. 
rice Included in the display of the| It was Mr. Smedley who de- 
cts”: Color Center are 400 of the mod-| veloped the color visualization 
énul els, offering more than 1000 color | plan for the Color Center, work- 
> combinations—color harmonies jing in collaboration with Frank 
rere made possible through paint| P. McPhillips, another of those 
treatment of both the inside and| who rank high in the field of 
and outside of the house, its furnish-| decorative art, and who is the h { 1 E LL 
tion. ings and many other objects of| director genius of professional a 8 8 e ps you 
has our everyday life. | color treatment studios of New os — e 
etion In addition, by removing the| York, Chicago and other large “Light Conditioning 
ex- interchangeable panels of the| centers. 
iness stock models and assembling On duty at the Color Center a = 
them in special color idan daily, from 9:30 a.m. to 5:30 in the bulb, itself!” 
are: individual demands for painting | p.m., will be Gertrude Probeck, 
‘ion: effects not included in the pre-| prepared to advise not only on 
‘gan- pared sets may be satisfied. painting effects, but on decora- 
chon. Nothing will be sold at the! tive schemes for every phase of 
es Color Center. Persons wishing | the home as well. 
ates to duplicate the color arrange- While the Color Center is 
d ments seen in the models will be | being introduced in Cleveland, it 
sour given paint prescriptions, which! is understood The Glidden Com- | 
= when presented to a Glidden| pany has no intention of confin- 
— dealer will enable them to obtain | ing its service to that city. Ten- 
sacon the paints necessary to repro-| tative plans are reported to | 
ee: duce the color effects selected. | include the establishment of simi- 
of The service of the Color Center| lar centers in every large city | 
does not stop with the presenta-| constituting a major trading cen- . 
" tion of the finished results of the | ter of the country. Ordinary Inside Frosted Bulb New Wabash Superlite Glows 
F Has Harmful, Dazzling Gently, Evenly From Its Very 
Glare Spot At Center! Edges. Saves Eyes, Nerves. 
TIE-IN WITH THIS SENSATIONAL ¢@ « 
SUPERLITE 
DISPLAY DEAL! 
It’s the deal that created a sensation in 
the electric lamp business . . . a complete 
Light Conditioning Department for your 
store in less than 1/4 sq. ft. of floor space! 
Includes Free wire display stand; Free 
electric bulb tester; 6 extra Free 60-watt 
Superlites. Get full details from your job- 
ber. Or write Wabash Appliance Corp., 
335 Carroll St., Brooklyn, N. Y. 
Every Superlite Sale is a Full-Profit Sale with Fair Trade Protection! 
Copr. 1939, Wabash Appliance Corp. 
2 WABASH 
this 
tam 
are Adrian D. Joyce, president of The Glidden Co., being shown YU JAAP H 
ore. about his company’s newly established Color Center in Cleve- 
on land, where 400 models offer more than 1,000 different color se Bee ene Pid 
pers combinations. a. 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


PROTECTION—Rogers offers 

you protection by exclusively 

selling through the hardware 

trade and not selling to chain 
stores, group buyers, or mail order 
houses. 





‘ QUALITY — Rogers Glue is 
made only from select fish skins 
insuring clarity and uniformity 
- also produces greater 
strength (3800 pounds shearing 
strength per square inch). 





the 


ROGERS - GLOUCESTER, MASS. 


To displa ers 
"*LETGLUEKY DOIT"’ is to sell te Glue. 


Feveral special deals sealing 

sev 

of ofits so you can 
compete with chain stores, 

group buyers, etc., by a 

superior product at the same q 


LEMAND OK sells for 
¥ national advertising 
In Mechanics, 

p tay on Ane 
reaching over a mil- 
lion consumers 
monthly. 


FREE—Phone or write 

your jobber for free 

f s offers . . 

‘or a free display unit— 
Glue 


beat Quid FISH GLUE 
















A SMALL 


INVENTORY COVERS ALL NEEDS 
WHEN YOU 


STOCK 


DRAKE SOLDERING IRONS 





Three groups of sol- 
dering irons — designed 
especially to meet the re- 
quirements of the hard- 
ware trade — allow the 
dealer to have an iron 
for every need with a 
small inventory when he 
stocks Drake Soldering 
Irons. The Drake “Util- 
ity” irons shown on the 
board at right have high- 
est quality Nichrome 
wire elements, are fully 
nickel plated and come 
somplete with 6 ft. heater 
«cord, rubber plug and 7 
in. stand. The total list 
price of the five irons 
shown on the board is 
only $18.70. Get further 
anformation from your 
jobber or our represen- 


thin TE Di Bu 


lot et an la, «BE 





FREE DISPLAY BOARD 
The attractive, sales-building, 
three-coler display board shown 


furnished 
orders for one of each of the 
tility” Irens. 


DRAKE ELECTRIC WORKS, INC 


3656 LINCOLN 





AVE CHICAGO, ILL 





OBITUARIES 





DAN SCOATES 
Dan Scoates, secretary-trea- 
surer of the Texas Hardware and 
Implement Association, College 





DAN W. SCOATES 


Station, Texas, passed away Nov. 
14 after a severe illness. He was 
57 years old. 

Mr. Scoates had been secretary- 
treasurer of the Texas association 
since 1924 and his many activities 
both in hardware and agricultural 
work had gained him a nation- 
wide reputation. 

From 1910 to 1919, Mr. Scoates 
was secretary-treasurer of the 
Mississippi Hardware and Im- 
plement Association, serving also 
as head of the agricultural engi- 
neering department at Mississip- 
pi A. & M. College. He was also 
a member of the board of direc- 
tors of the Texas Hardware Mu- 
tual Fire Insurance Co., and of 
tHe Mercantile Mutual Fire In- 
surance Co. 

As a writer, Mr. Scoates was 
author of many articles and bul- 
letins, for the state and Federal 
governments and the trade press 
on such topics as building, agri- 
cultural engineering and land 
conservation. He was consulting 
editor for the McGraw-Hill ,Book 
Co. on the agricultural engineer- 
ing series. 

Other activities in which Mr. 
Scoates engaged were as a mem- 
ber of the Code Authority of the 
Retail Farm Equipment Code in 
Texas; member and past-presi- 
dent of the American Society of 
Agricultural Engineers; member 
of the Society for the Promotion 
of Engineering Education, and 
head of the Project Planning Di- 
vision of the Rural Resettlement 
Administration in Dallas, Tex., in 
1936. 


Surviving Mr. Scoates are his 
widow, a son, W. D. Scoates, and 
two daughters. 


ARTHUR L. HOLDEN 


Arthur L. Holden, Milton, 
Mass., hardware dealer for more 
than 40 years passed away 
November 6 following a_ brief 
illness. He was 77 years of age 
and had retired from business 
two years ago. He is survived 
by his widow and three sons. 


BERNARD H. GUDE 


Bernard H. Gude, managing 
director of the Missouri Retail 
Hardware Association and one of 
the most prominent hardware 
dealers in the state of Missouri, 
passed away Oct. 30. Mr. Gude 
was 59 years old. He suffered 
a fall while doing some work 
around his garage at his home in 
Kirkwood, Mo. At first, his in- 
juries were thought to be slight, 
but complications developed that 
resulted in his death. 

For the past 31 years Mr. Gude 
had been in the retail hardware 
business in St. Louis. For the 
past 10 years he had been active 
in association work He was a past- 
president of the St. Louis Retail 
Hardware Association, and of the 
Missouri Retail Hardware Asso- 





BEN H. GUDE 


ciation. For the past five or six 
years he served the latter asso- 
ciation as managing director. 
Mr. Gude was equally inter- 
ested with his brother John in 
the firm that was known as the 
South End Hardware Co. His 





brother will continue the business. 
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ROBERT B. M. COOK 


Robert B. M. Cook, assistant 
general manager of sales and a 
member of the board of directors 
of the Russell, Burdsall & Ward 
Bolt & Nut Co., Port Chester, 





ROBERT B. M. COOK 


N. Y., passed away recently. He 
was 71 years old. When Mr. 
Cook joined the company he was 
but one of five employees in the 
offices. His first position was as 
a stenographer, his duty being to 
transcribe in longhand letters dic- 
tated by officials of the company. 
Following seven years of secre- 
tarial work Mr. Cook became a 
traveling salesman, pioneering for 
his company some of the New 
England territory. Later he be- 
gan to cover practically all of the 
eastern part of the country from 
Maine to Florida and much of 
the other country east Bf the Mis- 
sissippi. A successful career as 
a traveling salesman brought him 
the greater responsibilities of 
serving his company as assistant 
general manager of sales and as 
a director of the organization. 
Mr. Cook was president of the 


Red Spot Fishing Club, Umbagog | - 


Lake, Maine, having founded the 
group. He was a Mason, a mem- 
ber of the Sons of the Revolution 
and a member of New York A.C. 
for more than 40 years. He was 
a director of the Port Chester 


Savings Bank, which he long|~ 


served as first vice-president and 
a member of the Harpware AcE 
Fifty Year Club. 


D. HAUER QUYNN 


Daniel Hauer Quynn, member 
of Allen G. Quynn & Company, 
hardware dealers of Frederick, 
Md., died November 4 at his 
home in that city at the age 
of 78. Mr. Quynn had been with 
the company since 1904 and prior 
to that had been associated with 
the International Harvester Com- 
pany of Pittsburgh, Pa. His 
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brother, the late Allen G. Quynn, 
passed away on October 14. He 
is survived by his widow, two 
sons, two sisters and three grand- 
children. 


W. J. HANLEY 


William J. Hanley, commercial 
vice-president of General Electric 
Company with headquarters in 
Cleveland, Ohio, died in that 
city on November 9 at the age 
of 72, after completing 51 years 
ef service with General Electric. 
One of the veteran commercial 
men of the company, Mr. Hanley 
was honored last year with a 
diamond-studded Quarter Cen- 
tury Club pin in recognition of 
his completion of 50 years of 
continuous service. 


FRED MORROW GREER 


Fred Morrow Greer, in the 
hardware business at Newport, 
Tenn., for the past 44 years. 
passed away at his home there 
October 29 after a prolonged ill- 
ness. Mr. Greer served two 
terms as mayor of Newport and 
was intensely interested in pub- 
lic welfare and civic improve- 
ments. 


FRED M. GAZLAY 


Fred M. Gazlay, 73, president 
of the San Diego Hardware Co., 
San Diego, Cal., passed away 
Nov. 6. He was also a past pres- 
ident of the Southern California 
Retail Hardware Association. 

“Mr. Gazlay went to San Diego 
in 1888. In 1892 he founded the 
San Diego Hardware Co. with the 
late John M. Wood. During his 
half century in San Diego he was 
interested in Associated Charities 
and gave much of his time to the 
development of charitable organ- 





FRED M. GAZLAY 


izations. He was also a past 
president of the San Diego Mer- 
chants’ Association. Surviving are 
his widow, and two sons, Wad- 
ham and Frank Gazlay. 























All ice skates look much alike. But here's one that's a "differ- 
ent breed of cats!" All ice skates ARE much alike . . . except : 
in ONE THING. And that one thing is QUALITY! What is 
the proof of quality? Again, just one thing . . . customer 
satisfaction over many years!) UNION HARDWARE Ice 
Skates have DEMONSTRATED their quality by giving com- 
plete satisfaction to thousands and thousands of skaters for 
MORE THAN 75 YEARS! When you sell UNION HARD- 
WARE Ice Skates you get the one thing YOU want .. . BIG- 
GER PROFITS! Replenish your stock NOW by ordering a 
supply of UNION HARDWARE Ice Skates from your jobber. 
Increased sales to satisfied customers will confirm your intelli- 
gent selection. 


The 1939-40 Union 
Hardware line com- 
prises a popular selec- 
tion of Hockey, Figure 
and Screw Clamp pat- 
terns in a wide range 
of sizes and styles. 
Ask for your copy of 
Catalog No. 35. 


No. 1562 New Tubular Hockey Skates 
with Clamps. Satin Nickel Finish 


(MEEVEE. @ 
HARDWARE COMPANY 


TABLISHED 


smod-4-11 ich wel he CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 











COMPRESSED 


LEAD HEAD 
NAILS 


Standard 14%” > 
Lead Head Nails 


Dickson lead head nails, barbed, screw, or ring 
shank, length I" to 2!/.", drive directly through un- 
punched lapped steel roofing sheets without im- 
pairing their lead caps. They seal the nail holes 
with soft lead, make a galvanized roof watertight, 
protect it from rust at the nail holes, and add years 
to its normal life. 


Ask your jobber for prices. 
DICKSON WEATHERPROOF NAIL CO. 


America's Largest Producer of Lead Head Nails 
EVANSTON, ILLINOIS 








HARDENED STEEL 
CUT OFF TOOL 


4] © SL SMONDySTE PHAN 


DESMOND oo AN A, OHIO N. Clinton St. 


7" wensvet on Chicago. M- 
° ° New Yor & Cutters 
Sales = wheel Dresses 








ROBERT M. GRIFFIN | that organization as a boy 32 


Robert M. Griffin, 43, manager, | a He is survived by his 
H. L. Griffin Hardware Co., Hen- | widow. 
derson, Tex., passed away recent- | 
ly following a short illness. Fol- | JACOB YESNER 
lowing service overseas during the | 


World War he became connected ao wae Pig gow ls 


with the Griffin store then oper- | fi 1 a 
ated by his father. For the past | hentrenee. Sine 20: aR. See 


five years he had been manager | 
of the store. He was an active 
churchman, enjoyed outdoor life 
and was an active leader in the 
Henderson Country Club. He is 
survived by his father, his wife, 
a daughter, two sisters and four 
brothers. 


F. J. GEMPEL 


Frederick J. Gempel, Toledo. 
Ohio, hardware dealer, passed 
away on November 9 following 
a four-weeks’ illness. He was 85 
years old. Mr. Gempel entered 
the hardware business 57 years | 
ago in Toledo. He was a men- | 
ber of the National Retail Hard- 
ware Association and the Lucas 
County Hardware Association. He 
is survived by his widow, one | St., New York City, passed away 
son and three daughters. Sunday, Nov. 19. Mr. Yesner 
was 5] years old and death was 
due to a heart condition. 

ARTHUR MILLER Mr. Yesner had been associ- 

Arthur Miller, 52, associated | ated with the Weiland organi- 
with the California Hardware | zation for about 30 years, enter- 
Co., Los Angeles, Cal., suffered a | ing its employ as a young man. 
fatal automobile accident while | For the past three years he was 
crossing the street in his home | president of the company and 
city, Los Angeles, recently. For | previously vice-president. He 
the past 25 years, Mr. Miller was | leaves his widow, Mrs. Anna 
connected with the builders’ | Yesner, two sons, Bernard and 
hardware department of the Cali- | Leonard Yesner, and a daughter, 
fornia Hardware Co., going to ' Mrs. Pearl Schneider. 





JACOB YESNER 











BOMB PROTECTION FOR LONDON STORE 





Hardware stores in London and some of the main provincial 
towns are now favouring this method of protecting their win- 
dows from the effects of blast due to a high explosive bomb 
bursting in the vicinity. The protection takes the form of 
shutters made up of galvanized iron, corrugated sheets. These 
are removed before the shop opens in the morning for business 
and replaced when it closes at dusk, or when the air raid warn- 
ing is sounded. The photograph was taken by John S. Trevor, 
37, Ferndown, Northwood Hills, Middx. England. 
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RHEBERG REPRESENTS 
BLACKSTONE IN WEST 


A. J. Rheberg has been ap- 
pointed representative of the 
Blackstone Mfg. Co.,  Inc., 
Jamestown, N. Y., for Minnesota, 
South Dakota, North Dakota and 
western Wisconsin. His head- 
quarters are at 2005 Garfield 
Ave. South, Minneapolis, Minn. 
The Blackstone Company main- 
tains a warehouse stock at 
Minneapolis. 


BUSINESS OF UTILITY 

MIRRORS, INC., SOLD 
The Utility Hardware Corp., 
315-323 Berry St., Brooklyn, 
N. Y., has purchased the major 
portion of the machinery, dies, 
patents, etc., of Utility Mirrors, 
Inc., and is now manufacturing 
“Utility” tools and hardware 
specialties. The corporation has 
also added new and modern 
machines at its new address in 
Brooklyn. Irving Handler is 
sole owner of the corporation, 
which has handled imported 


| hardware for more 

years. Aaron Anzel formerly of 
Utility Mirrors, Inc., is produc- 
tion manager. 


E. J. BARCALO HONORED 
AS ASS'N FOUNDER 


| 
| 
| Edward J. Barcalo, chairman 


than 20 | 


| of the board of the Barcalo Mfg. | 


Co., Buffalo, N. Y., was honored 
| as founder by Associated Indus- 


| tries of New York State, Inc., | 


i its silver jubilee dinner held | 
at the Hotel Statler, Buffalo, on | 


| Nov. 14. Mark A. Daly, who 
has served the association as 
general secretary since its incep- 
tion, was also honored at the 
banquet at which Governor Her- 
bert H. Lehman was the prin- 
cipal speaker. 

An illuminated scroll, express- 
ing the ad niration of Associated 
Industries for its founder, and 
a bag of golf clubs were pre- 
sented to Mr. Barcalo. The pre- 
sentation was made by Maxwell 
S. Wheeler, vice-president of 





Larkin Co., Inc. 








CLEVELAND HONORS WORTHINGTON CO. 





PALA ORE TE LN EEN SP 





The Geo. W orthington Co., Cleveland, Ohio, received this plaque 
during the ceremonies in connection with Cleveland’s “Indus- 
trial Enterprise Day” sponsored by that city’s Chamber of Com- 
merce. On that day the Worthington company was signally 
honored as Cleveland’s oldest industrial organization. 
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New Models-YEARS AHEAD! 


Streamlined Design 


Compact and steady standing 
Easy to Clean 
Every CORY Brewer complete 
with De luxe Fittings 
TWO SPEEDY FILTERS 


"Fast-Flo" and CORY Glass ROD 
brew superb Tea and Coffee 
Untouched by Metal 





























CORY Coffee Brewers have 
over 14 patented and ex- 
clusive features. Among 
its EXTRA VALUES are the 
two great filters and the 
de luxe equipment which 
includes: Hinged Decan- 
ter Cover; combination 
Stand and Cover for up- 
per glass; Measuring Cup. 
Stand, Cup and Handle 
are in matching ivory-tone 
Bakelite or black Durez. 
Every electric unit is 2- 
heat (Hi-Low). Big profits 
from small stock. Three 
sizes of CORY fill all 
needs. WRITE for latest 
CATALOG. 











SELLS FAST 


Users Like it. 


Custom Built — fits per- 
fectly. Easy to install 
-. —no cutting. Instant 


. lighting. Perfect 


flame, 


New — just what oil 

burner users want. The popular 

Kwik-Lite Asbestos Wick in Custom-Bilt Sets for popular 

“Blue Flame” burners. Fit perfectly. Easy to install— 

no cutting. Instant lighting. Perfect flame. Attractively 

boxed. Priced to sell. Interesting discounts. Ask your 
Jobber or mail coupon. 


i ee H 
Kwik-Lite | ) 
'Send samples and prices on SWUEEIES 


ASBESTOS TEXTILE COMPANY, Inc. 
1 167. W. Wacker Drive, Chicago. ! 
om suanen wicr | Oil Bumer Wick and CircleLite Sets, | 


er i a inbdaneatebbonnntlbtladacandalichions , 
boxes and cut strips. , Address , 
' City 


UE 2k eat, 

















Pertinent Comment on Business Stability, 


Business Improvement and Price Advances 


A letter to material suppliers 


By CLARENCE H. LANDSITTEL 


Purchasing Manager, 
Sargent & Co., 


New Haven, Conn. 


HIS letter, which is being 

sent to our principal material 
suppliers, is of considerable im- 
portance to us, and it, should be 
reasonably important to you. 

It is quite regrettable that in 
this country we are again having 
a perfect demonstration of the 
lack of fundamental thinking and 
stability among the “business” 
people of the land. It would al- 
most appear that a great prepon- 
derance of them believe that the 
vast material supplies in this coun- 
try are about to vanish from the 
face of the earth. 

In our purchasing operations 
we have, for a good many years, 
avoided the extremes in these psy- 
chological swings, and for us it 


has paid real dividends in dollars. 


Not Excited 


The message that we wish to 
convey to you is that we are not 
at all excited about the situation 
nor do we propose to become so. 
Hence we have not rushed out to 
make contracts and arrange pur- 
chases to carry us for an unrea- 
sonable duration. 

Naturally our operating rate 
changes as underlying fundamen- 
tals change in this country. For 
the present cycle we expect some 
improvement in our business, and 
consequently there will be a mod- 
est rise in the tonnage of our 
material requirements. Your man- 
agement and the people in your 
company who handle the enter- 
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EDITOR’S NOTE:—Early in October, Mr. Landsittel sent 
this letter to principal materials suppliers from whom 


Sargent & Co. purchases supplies, materials, etc., needed 
in the manufacture of Sargent tools and hardware. At 


the time we obtained permission to reproduce this most 


pertinent comment, more than half of the suppliers who 
received the letter replied and expressed as thoroughly 


in accord with Mr. Landsittel’s observations. This letter 
and the reaction to it from basic materials suppliers is 
a tribute to the intelligence of American industrial 
leaders indicating clearly their stability, foresight and 
good, old-fashioned common sense in the handling of the 
current emergency situation brought about by the new 


European War. 


ing, expediting, and manufactur- 
ing of our orders should under- 
stand that whatever we order we 
require in accordance with the de- 
livery information supplied. We 
recognize that as sane improve- 
ment in business is experienced a 
little longer time is required to 
effect manufacture and delivery, 
and this we take into account, but 
we wish to make it very clear 
that because we have not gone 
crazy we will not permit ourselves 
to be penalized in either delivery 
or price because some others have 
lost their mental balance. 
Therefore, it is our reasonable 
expectation that you have planned 
to take care of our regular re- 


quirements as we send our cur- 
rent orders to you. If any of our 
suppliers have not planned to do 
this, we must confess that we will 
be much disappointed in our se- 
lection of vendors, and obviously 
we will promptly take the neces- 
sary steps to remedy the situation. 
Performance will be our only 
guide in reaching our conclusions. 

Heretofore, we have not taken 
undue advantage of our suppliers 
in a “buyer’s” market; conse- 
quently, we rightfully expect full 
consideration in what is now re- 
ferred to as a “seller’s” market. 

We expect your ranking to be 
high; the fulfillment rests with 
you. 





4, 


Financing Employee’s 


Fight 


ELIVERING a swift right to 

the jaw of someone he dis- 
likes may bring joy to an employee’s 
heart, but his employer may under 
some conditions have to pay for it. 
In a recent Indiana case an em- 
ployee of a business house adminis- 
tered a severe beating to an appli- 
cant for employment. The applicant 
sued the employer for his injuries 
and got a verdict of $2000 which 
was sustained by the Court. 

The employer was held liable be- 
cause, believe it or not, the employee 
was considered to have beaten the 
man “in the course of his employ- 
ment.” 


“If the act is done within the 
general scope of employment,” ex- 
plained the Court, “and is wrongful, 
the employer is liable, although the 
act is unnecessary to the perform- 
ance of the employer’s service and 
was not intended for that purpose.” 

In cases of this kind the question 
as to whether or not the wrongful 
act of the employee was committed 
within the general scope of his em- 
ployment is ordinarily determined 
by the jury. If the jury decides that 
the injuries inflicted by an employee 
were done in the course of his em- 
ployment, the employer pays. 
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Carlton “Sn Skillets 


Look Lovely ... Heat Evenly... Clean Easily ... 


STAINLESS 





Heat is distributed evenly over entire bottom by soft iron core 
enclosed in laminated construction. Because it is so easy to 
clean, a Carlton Stainless Steel Skillet is first in favor among 
women everywhere. The Carlton line is the most complete 
on the market. Ask your jobber. 





THE CARROLLTON METAL PRODUCTS CO., Carrollton, Ohio 








SHELF BOX 





OF SALES-TESTED ABRASIVES 


A selection of the fastest-moving sheets of 
Jewel Emery Cloth and Flint Paper — sales- 


ABRASIVE & 


tested for popularity ... 
convenient, bulk-dispensing package that 
keeps stock neat and clean and right in sight! 


in an eye-catching, 


Patented tab and hinged cover on the 
specially-designed, metal-reinforced box per- 
mit access to every sheet — at the top or the 
bottom — without disarranging the pile. 

Order this convenient sales-accelerator 
from your jobber. Or write direct to Abrasive 
Products, Inc., South Braintree, Massachusetts. 


» PRODUCTS 








































Safety and Convenience 
Sell this RICH Ladder 


“Work -Safe”’ 
A handy, dependable 
pail holder and a 
broad, substantial 
platform step, com- 
bined with easy fold- 
ing, non-skid step 
treads, rubber tipped 
legs and Rich quality 
and stability make the 
“Work-Safe” a fast 
selling ladder. 


A complete line of 16 dif- 
ferent tables, each an out- 
standing value in its price 
class. Many exclusive sell- 
ing features. . 


RICH LADDER & MFG. CO. 
1022 Depot St. Cincinnati, Ohio 
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*WE HELP YOU 


We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 


Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 
incorrect addresses and duplications. 

Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES - CIRCULARS - LETTERS x 


SELL BY 
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Ace Hardware Corp. Ace Conven- 
tion meeting, exhibit, banquet, and en- 
tertainment. January 22, 23 and 24, 
1940, at company headquarters, 1319 S. 
Michigan Ave., Chicago, III. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bidg., Atlanta, Ga., 
is secretary of the southern jobbers’ 
association. 


American Hardware Supply Co. 
Spring Merchandise Show, meeting and 
banquet. January 29 and 30, 1940, at 
the company headquarters, 41 Terminal 
Way, South Side, Pittsburgh, Pa. 


Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 19-24, 
1940, at Little Rock. Headquarters and 
sessions at Marion Hotel. Exhibit at 
J. T. Robinson Memorial Auditorium. 
George L. Turner, 322 E. Markham St., 
Little Rock, is association secretary. 


Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment. February 22, 
1940, at the Boston City Club Ball- 
room, Boston, Mass. 


California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-15, 1940, at the Hotel Whitcomb, San 
Francisco. LeRoy Smith, 417 Market 
St., San Francisco, is association sec- 
retary. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 
City, is secretary-treasurer. 


Hall Hardware Co. Stockholders’ 
meeting, exhibit, banquet and entertain- 
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Coming Conventions 
and Kents 


ment. February 19 to 22, 1940, in the 
company’s own auditorium, Minneapo- 
lis, Minn. 


Housewares Show of the House 
Furnishing Manufacturers Association 
of America, Room 628, Palmer House. 
Chicago, Ill., will be held Jan. 7 to 13, 
1940, at the Palmer House, Chicago, Ill. 


Housewares Show of National 
Housefurnishing Manufacturers’ Asso- 
ciation, 228 N. La Salle St., Chieago, 
will be held, Jan. 7 to 12, 1940, at the 
Stevens Hotel, Chicago. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 1940, 
at the K. C. Hall, Springfield. C. G. 
Gilbert, 1155 Merchandise Mart, Chi- 


cago, is association secretary. 


Indiana Retail Hardware Associa- 
tion, convention and exhibit, Jan. 30- 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. 


Intermountain Hardware and 
Implement Dealers’ Assn. convention, 
Feb. 14-16, 1940, at the Bannock Hotel, 
Pocatello, Idaho. E. Bell, 211 S. Ninth 


St., Boise, Idaho, is association secretary. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 6-9, 1940, 
at Des Moines. Sessions at Hotel Savery. 
Exhibit at Coliseum. Philip R. Jacob- 


son, Mason City, is secretary. 
> 


Kentucky Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 23-25, 1940, at the Seelbach Hotel, 
Louisville, Ky. J. M. Stone, 1009 Seel- 
bach Hotel, Louisville, is association 
secretary. 


Michigan Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
headquarters, Statler Hotel. Exhibit, 
Convention Hall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 


association secretary. 


Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at th Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 


Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. L. C. 
Kreh, 2861 Gravois Ave., St. Louis, is 
association secretary. 


Mountain States Hardware and Im- 
plement Association, Jan. 15-17, 1940, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is association secretary. 


National Contract Hardware Ass’n 
will meet in Chicago, Ill., Sept. 24-26, 
1940. 


Nebraska Retail Hardware Associa- 
tion, Jan. 30-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 


National Retail Hardware Asso- 
ciation, 41st annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 


ton, is association secretary. 


New York State Retail Hardware 
Association, convention and_ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. John B. Foley, 
508 Hills Bldg., Syracuse, is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-17, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 4 


Oklahoma Hardware and Implement 
Association, convention and_ exhibit, 
Feb. 6-8, 1940, at Municipal Auditorium, 
Oklahoma City. Charles F. Nelson, 301 
Key Bldg., Oklahoma City, is associa- 
tion secretary. 


Panhandle Hardware and Implement 
Association, convention and exhibit, Jan. 
29-30, 1940, at the Herring Hotel, Ama- 
rillo, Tex. C. L. Thompson, Canyon, 
Tex., is association secretary. 


Pacific Northwest Hardware & Im- 
ment Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 


HARDWARE AGE 











mo OO 


= © OP ee Oe eet Oe OCU 


ne } - ea 4A CF 


ae ee 


nan -_— * —- * eel 


-._- tee th ek ee 











port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 


ciation secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 


Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 19-21, 1940, at Long Beach, 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg.. 
Los Angeles, is association secretary. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of the 


manufacturers’ association. 


Tennessee Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
6-7, 1940, at the Hotel Andrew Jackson. 
Nashville. R. K. Boswell, Box 68, Chat- 


tanooga, Tenn., is secretary. 


Texas Hardware and Implement As- 
sociation, convention and exhibit, Jan. 
23-25, 1940, at the Hotel Adolphus, 
Dallas, Tex. 


Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundra, Jr., Scottsville, Va., is sec- 
retary. 


Western Retail Implement and 
Hardware Association, convention and 
exhibit, Jan. 16-18, 1940, at Kansas 
City, Mo. Headquarters, Hotel Presi- 
dent. Exhibit, Municipal Auditorium. 
H. L. Covert, 322 Scarritt Bldg., is as- 
sociation secretary. 


Wisconsin Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at the Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, is 
association secretary. Geo. W. Kornely, 
3374 N. Green Bay Ave., Milwaukee, is 
exhibit manager. 
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CRYSTOLON 
KNIFE SHARPENER 











— find Tops Throughout 


The Year as Well! 


The new CRYSTOLON KNIFE SHARPENER has sold so 
exceptionally well since its introduction during 1939 National 
Hardware Week that we have been forced to step up its pro- 
duction and make it available in two additional colors. 


The abrasive section is presented in three shapes as shown 
(Hexagonal, Arrowhead and Triangular) with handles of red, 
blue, green, yellow, white or black to match any kitchen color 
scheme. Because it is so easy to use without marring the lovely 
finish of stainless steel CRYSTOLON KNIFE SHARPENER 
has met with enthusiastic reception from housewives all over the 
country. 


The sharpening material? Silky-fine Silicon Carbide, second 
only to the diamond in hardness and sharpness, just the thing 
for doing an excellent job on all types of household knives. 


Retailing at 35c, each individual sharpener has its own, attractive 
carton. A standard package consists of twelve, three of which 
(one of each shape) are mounted on the very appealing Display 
Card, as shown, done in two tones of green. 


Such a welcome yet reasonably priced little Christmas gift! 


BEHR-MANNING 


TROY, N. Y. and 15 BRANCHES 





New and Improved Merchanditse—Display Helps—Sales Literature— 


Cartridge Dispenser 


This Remington .22 cartridge dis- 
penser is designed to increase .22 
volume and profit. Among the dis- 





penser’s features are: displays .22’s 
prominently for impulse sales; bell 
rings when a sale is made attracting 
other customers to dispenser and also 
attracting attention of the clerk. 
Dispenser is sturdy and durable. Metal 
is of 26-gage and the front panel is of 
heavy glass. There are four channels 
for cartridges—one for short and three 
for long and long rifle—12 boxes in 
each channel plus a storage space in 
the rear for quick refills. The electric 
bell and batteries are included. Color 
scheme is green, red, and yellow. Rem- 
ington Arms Co., Inc., Bridgeport, 
Conn. 


Tryon Hardware Catalog 


The Edw. K. Tryon Co., Philadel- 
phia, Pa., has issued a general house- 
hold and farm hardware volume known 
as Hardware Catalog “A.” Retail or 
list prices are shown in the catalog for 
which a separate discount book, giving 
the dealer’s cost page by page, similar 
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to the company’s sporting goods cata- 
log. This new catalog has almost 650 
pages illustrating and describing me- 
chanics’ tools, agricultural tools, farm 
and garden supplies, builders’ hard- 
ware, electrical supplies, electrical ap- 
pliances, house furnishings, and cut- 
lery. 


Christmas Gift Idea 


The No. G-KS set consisting of a 
Wiss kitchen shear and a daily re- 
minder suggests itself as a Christmas gift 
idea. The reminder board, 12 by 8 in. 
has attached to it a pencil and cord. 
The board is finished with a special 
acetate varnish that may be written 
upon with a grease pencil. The marks 
or writing can be removed by wiping 
with a dry or damp cloth. Colors 
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available are blue, red, green, ivory. 
These sets are packed in a box ready 
for shipment, complete with pencil, 
etc. J. Wiss & Sons Co., 11-45 Little- 
ton Ave., Newark, N. J. 





Mechanical Micrometer 


“Guyer Gager”—for gaging metal 
sheets with greater ease, speed, and 
precision. Device clamps a sheet at 





any point the thickness is to be meas- 
ured, the work being held at that point 
long enough for the operator to read 
the large dial. An automatic release 
cycle permits removal of the sheet en- 
tirely, or to the next point to be 
measured. The cycle of clamping, 
gaging, and releasing is constantly 
repeated, the frequency being control- 
lable. Standard machine will indicate 
from 8 to 38 gage readings a minute, 
a maximum of 50 gage readings every 
minute being attainable if specified. 
Dial is graduated in .001 in. incre- 
ments so that any desired gage or 
tolerance may be established readily 
by means of adjustable dial rim mark- 
ers. Streeter-Amet Co., 1499 N. Ravens- 
wood Ave., Chicago. 





Revere’s Gift Catalog 


Revere Copper and Brass,’ Inc., 
Rome, N. Y., has issued its 1940 cata- 
log of modern gifts. This 36-page cata- 
log, in a center spread, features Copper 
Clad Stainless Steel ware. More than 
15 new items are included in this gift 
hook. 
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for Retail Hardware Stores 


Window Trims—New Packages—New Colors—Catalogs 


““Speedmatic” Saw 


Model K-10 illustrated; features high 
speed, light weight, smooth finish, and 
accurate cutting. Saw blade is guard- 





ed. One hand operation. Has wrench- 
less angle and depth adjustments; 
standard round hole blade, Dado cut- 
ters or abrasive disks. Convertible to 
table, radial or cut off saw. K-10 has 
11/3 hp. A.C. and D.C. 110-volt motor. 
The Porter-Cable Machine Co., Syra- 
cuse, N. Y. 


Radio Clock 


Kadette “Autime” can be pre-set 
like an alarm clock to turn on auto- 


ns aa gic 





matically any radio program selected. 
While serving as a radio receiver it also 
performs the exact time keeping func- 
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tions of an electric clock. Volume con- 
trol knob is placed at the lower left 
corner and station selector knob at the 
right, both are inconspicuous. Chassis 
is a five-tube superhetrodyne receiver 
with built-in loop antenna. Cabinet is 
of bent wood walnut veneer. List price 
of “Autime” is $29.95. Kadette Radio 
Corp., Ann Arbor, Mich. 


















Brewing Coffee 


The Glass Coffee Brewer Corp., 325 
N. Wells St., Chicago, is making avail- 
able to dealers copies of an article, 
“How to Make Perfect Coffee Every 
Time.” This article met with an en- 
thusiastic reception by home economics 
teachers and home _ demonstration 
agents. 











Stanley Hardware 
Display and Stock 


The Stanley Works, New Britain, 
Conn., has designed a new combination 
hardware display and stock container 
which takes up little space but keeps 
the hardware items out where they can 
be seen. The combination display and 
container is 84 in. long, 30 in. wide, 
14 in. high at the back, four in. high 
at the front, with ledge four in. wide 
—the right size for a counter or table. 
Four panels on which are mounted 
samples of the 84 different standard 


: 
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items; bolts, hinges, corner braces, etc., 
are hinged at the top, permitting ac- 
cess to stock stores inside container. 
Each panel has a supporting arm so 
that, when raised to-select stock, it 
remains in raised position, leaving 
hands free. Most of panel No. 4 is 
reserved for mounting items of the 
dealer’s choice, such as lock sets, fast- 
eners, etc. Brass plated card holders 
under each sample mark the class 
number of each and provide space for 
pricing. Display is made of wood and 
nailed and glued for sturdy construc- 
tion. Finished with blue lacquer. 








Xmas Refrigerator 
Promotion 


A special Christmas promotion on 
Hotpoint refrigerators has been an- 
nounced by the Edison General Electric 
Appliance Co., Inc., 5600 W. Taylor 
St., Chicago, Ill. Sales promotion ma- 
terial, combined into a special package, 
includes a new Christmas window dis- 
play which may be used with any Hot- 
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point home appliances, as well as the 
Christmas refrigerator; a Cellophane 
Christmas cover; two wall charts; news- 
paper mats, folders, and two special 
Christmas broadsides. In addition, there 
is a special two-color self-mailing broad- 
side on the Christmas refrigerator which 
can be used as a window streamer or 
store poster, and includes complete de- 
scription, photographs and specifications 
of the refrigerator. 





Air Circulator 


This “Air Mover” is designed espe- 
cially for the small home owner. It is 
said to circulate heat in one, two or 
three rooms as the owner desires, or it 
can be used to circulate cool air in 
the summer by drawing off the hot air 
from the rooms and expelling it out of 
an attic window. The “Air Mover” is 
sold complete and it can be installed 
by the home owner in a few hours. 
Hole is cut in ceiling directly over 
heater and “Air Mover” is inserted. 
Register holds unit in place. Where 
circulated heat is desired in other 
rooms, ducts are attached to outlets 
of the blower unit, a register is in- 
serted in each room, and the duct at- 
tached to it. The “Air Mover” comes 
in an attractive wrinkle finish and has 
% in. of insulation in unit. Blower 
motor is mounted on rubber and has 
blowers covered with wrinkle casing. 








Register is painted a light color. There 
are four holes in the unit that can 
easily be knocked out as needed for 
either one, two, three, or four duct 
leads to rooms. J. L. Skuttle Co., 1015 
Franklin St., Detroit, Mich. 





Chime Alarm Clock 


Its alarm is a series of soft chimes 
that are followed by a loud call. This 
“Big Ben” has redesigned case, dust- 
proof movement, quiet tick. Dial is 





large and easy-to-read. Hands are 
pierced and decorative base is felt- 
cushioned. Made in two finishes- 
black with nickel trim and ivory with 
gold color trim. Both finishes avail- 
able in plain and luminous dials. 
Height is 5% in., weight, three pounds. 
All “Big Ben” and “Baby Ben” models 
are made in this new design. West- 
clox, division of General Time Instru- 
ments Corp., La Salles, Ind. 





“Gripper Clip” Display 


“Gripper Clips” are now available, 


one to an attractive sales card to sell 


for 10 cents. These “Gripper Clips” 








are a patented, oil-tempered, flexible 
clip of many uses. They are easy to 
install and have no jutting points. 
Oval surface prevents marring of 
handles. Made in two sizes, small and 
large, the smaller accommodating 
kitchen utensils, tools, golf clubs, canes, 
and similar articles. Holds weights up 
to 10 lbs. and takes articles from %4-in. 
to %-in. diameter. The larger size is 
the most popular for holding brooms, 
mops, garden tools, etc. Holds about 
25 lbs. and takes articles from %-in. 
to 1%-in. Gibson Good Tools, Inc., 
Orange, Mass. 


Improved Cheney 
“Sales Maker” 


The display-demonstrator, the Cheney 
“Sales Maker” has been redesigned to 
increase its usefulness both in store 
work and in shipping convenience. It 
is now sent out with 12 Cheney Nailers 
instead of 13 as formerly and now serves 
as a shipping box and store display. 
Display is entirely of wood, painted in 
two colors and heavily varnished. A 
large single, split color bull’s eye ap- 
pears on the center of the display. 
Cheney Hammer Corp., Little Falls, 
N. Y. 
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Printing-Calculating Machine 


‘Electric multiplication and direct au- 
tomatic division, with printed proof of 
all factors in every calculation, are the 





outstanding features of a new machine 
announced by Remington Rand, Inc., 
Buffalo, N. Y. The company states this 
Printing Calculator is the first and only 
machine of its kind.. In addition to 
standard listing, adding and direct sub- 
tracting features, the machine multi- 
plies and prints on the tape a complete 
record of every multiplication problem 

multiplicand, multiplier, and product. 
Since only one line is printed for each 
digit of the multiplier, the machine 
conserves adding machine paper. A 
multiplier counting dial eliminates the 
need for counting or listening to the 
number of cycles made by the machine. 
In division, after the dividend and 
divisor are introduced into the machine 
and printed on the tape, the calculation 
is performed automatically, with quo- 
tient and remainder likewise printed as 
a permanent preof of accuracy. A 
semi-automatic decimal indicator abol- 
ishes the necessity for pre-determining 
the decimal place in division problems. 


In addition, an automatic decimal 
cipher prefix prints ciphers automati- 
cally before a decimal quotient when 
required. Listing and totaling capacity 
of machine is 10 columns or up to 
$100,000,000. Machine requires only 8 
by 15%4 in. of desk space and weighs 
less than 25 lb. Has universal motor. 


Holiday Line 

Included in the Royal decorative 
lighting line for 1939 is the “Cello- 
Wreath” of sparkling Cellophane. Trans- 
parency of the wreath allows the light 
to penetrate and illuminate it entirely. 
The three-light, five-light, eight-light 
and twin Halo candle light sets are 
presented in new, modern dress. Tree 
Sets and streamers are included in 7, 
8, 10, 15, 20, and 25-light lengths. “Cel- 





lo-Wreaths” and Tree Sets are packed 
in Santa Claus boxes. As sales aids, 
colorful display stands around which 
to build window and counter displays, 
are available. Royal Electric Co., 95 
Grand Ave., Pawtucket, R. I. 








Lawn Sprinklers 


Two of the Allen 1940 models of 
lawn sprinklers are the “Ambassador” 
and the “Streamliner.” The former is a 
revolving model—height overall, 12% 
in.; arm spread, diameter, 11% in.; 
base diameter, 8% in. Packed one 
sprinkler in a box, 12 in a carton. Each 
carton contains six sprinklers with Pom- 
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peian red ripple finish and six with 
Glacial green ripple finish. Chromium 
plated brass parts. The “Streamliner” 
has a Pompeian red ripple enamel and 
polished chromium parts. Height over- 
all, 1014 in.; base dimensions, 95% by 
7% in. Packed one sprinkler in a box, 
12 on a carton. W. D. Allen Mfg. Co., 
566-570 West Lake St., Chicago, Ill. 











Package For Steel Woo! Rolls 


“Lustro Paks” steel wool rolls now 
come in a new package containing 16 
Paks for 10 cents. Package is in bril- 





Transparent 


and yellow. 
examination of con- 
tents without opening the box. Gleam 
Products Corp., 2630 Park Ave., New 


liant red 
window permits 


York City. 





Lamp Coloring Fluid 


“Crescent” coloring fluid and frost- 
ing enables dealers to meet demands 
for colored lamps without stocking 
ready-colored lamps. Lamps are col- 
ored by dipping into the fluid which 
comes in nine popular colors: amber, 
blue, canary, violet, red, green, pink, 
ruby, purple, and frosted white. The 
coloring fluid is available in half-pint, 
pint and quart bottles, packed in in- 
dividual cartons. Dipping can is pro- 
vided with each bottle. McGill Mfg. 
Co., Valparaiso, Ind. 


Four-Inch Belt Sander 


The new “Little Giant” sander, il- 
lustrated here, is a four-inch endless 
belt-type machine powered by a spe- 
cial horsepower motor. Complete unit 
weighs 25 lb. Sander is well adapted 
to the refinishing of desks, cabinet 
work, furniture, yachts, and small boats, 





marble, _ tile, 
terrazzo, metal and even some glass 
applications. Clarke Sanding Machine 
Co., Muskegon, Mich. 


veneer and _ plywoods, 


Atlas Screw Catalog 


The Atlas Screw & Specialty Co., 
Inc., 475 Broome St., New York City, 
has issued a new catalog on springs, 
catches, stove hardware, bolts, nuts, 
screws, rivets, tools, etc. 
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Flashlight Merchandiser 





This merchandiser display for Win- 
chester “Hi-Power” flashlights and 
batteries is now available without 
charge to dealers purchasing the as- 
sortment of flashlights and _ batteries 
with which it is distributed. The dis- 
play holds 14 flashlights, each in full 
view. Display is printed in multi- 
color, with striking top display panel, 
which is detachable for replacement 
with a striking Christmas season dis- 
play card, also furnished. ‘In the upper 
center at counter height, as part of the 
battery display there is a battery and 
bulb tester. Merchandiser occupies 
less than two square feet of floor space, 
stands 53 in. high. Winchester Re- 
peating Arms Co., division of Western 
Cartridge Co., New Haven, Conn. 


Improved Stanley Rules 


Stanley brick mason’s and engineer's 
“Zig-Zag” rules have been improved 
in appearance and usefulness. Grad- 
uation on the inch side of the mason’s 
rule have been changed to vertical fig- 
ures and the 8th and 16th-inch grad- 
uations are on all edges, to facilitate 
reading the rule in any position. Other 
side of the rule which has the brick 
spacing scale remains the same as it 
was—a scale for gaging the spacing 








BRICK MASONS’ RULE 





of brick courses evenly and for spacing 
an even number of courses. The en- 
gineer’s rule is graduated in 10ths and 
100ths of a foot on one side and inches 
and 16ths on the other in tape style. 
The foot numeral is repeated in red at 
each inch. The engineer’s scale is 
identified by a red line along the out- 
side of the rule. Stanley Tools, New 
Britain, Conn. 


Air Eliminator 


“Everseal” for steam heating systems. 
This new double unit with its “Y” 
adapter is designed for application on 
a three-quarter-inch connection in a 
steam heating system of either one or 
two pipe design. It is known as the 
Risselt Twin Air Eliminator. This auto- 
matic vacuumatic air eliminator is said 

















to hold a vacuum after the fire in the 
boiler has been banked for the day. 
Risselt Mfg. Co., 123 E. Sixth St., Cin- 
cinnati, Ohio. 


Display-Sampler 

“Roto Kit”—a combination server, 
merchandise displayer, kit and samplér 
complete in one unit. Made of steel, 
wood, and glass, the “Roto Kit” rotates 


on an axle. Displays 12 separate items 
in a space six inches square. Larger 





and smaller sizes and other designs 
made to order. May be used in homes, 
service shops, stores and factories. Will 
hold smaller items such as nails, screws, 
bolts, washers, etc.; fuses, switches, 
radio parts, brushes, etc., and a variety 
of other items. Gutterson & Co., Inc., 
420 Lexington Ave., New York City. 





Display-Demonstrators 


These attractive four-color displays 
are furnished completely wired and 
equipped with chimes, push buttons 
and transformer. The boards are fur- 


meeeem 





nished without charge, the only cost 
being that of the chimes themselves. 
Counter display No. CD-10 is 24 in. 
wide by 19 in. high. List price of mer- 
chandise displayed totals $13.90. The 
standard wall display No. WD-1000 is 
33 in. wide by 50 in. high. List price 
of merchandise totals $26:10: The A. 
E. Rittenhouse Co., Inc., Honeoye Falls, 
N.Y. 


“Roto Shaver” 


Maker states it is not a miniature 
clipper but uses razor-sharp blades that 
revolve at terrific speed against a thin 
steel head. It has no gears or linkage 
to vibrate. Uses a rotating mechanism, 
direct coupled for full power. Suggested 
retail selling price is $13.75 and deal- 
ers cost, $8.25. “Roto-Shaver” is 
guaranteed for one year. The J. B. 
Williams Co., Glastonbury, Conn. 
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Solid Wheelbarrow Tire 





This solid wheelbarrow tire of great 
load-carrying capacity is designed for 
use where tires are exposed to excessive 
abuse. Concurrent with the introduc- 
tion of this 16x3 solid tire, a “Nu-Seal” 
wheelbarrow wheel, for pneumatics, 
with bearings sealed against dust and 
dirt and designed for heavy duty ser- 
vice has been announced. The B. F. 


Goodrich Co., Akron, Ohio. 


**Zip-A-Bag” 


This “Zip-a-Bag” vacuum cleaner 
bag has an exclusive dust seal zipper 
which opens in a jiffy. A snap of but- 
ton drops bag to floor level. It empties 





automatically and shields dust and dirt 
from rising. Bag never has to be shaken 
while being emptied and it is never 
necessary to remove bag from vacuum 
cleaner. “Zip-a-Bag” is tailored from 
finest moleskin and twill fabrics. Avail- 
able in harmonious colors. Zip-a-Bag 
Corp.. 35 E. 20th St., New York City 


Color Selector 


The fabric and finishes department 
of E. I. du Pont de Nemours & Co., 
Wilmington, Del., has issued a book 
known as the du Pont Color Selector. 
This book makes it possible for people 
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interested in decorating their homes to 
see in advance how interiors will look 
when painted. Each book has a trans- 
parent plastic overlay which can be 
turned over any color page to show how 
a living room, dining room, bedroom or 
kitchen will look when painted in that 
color. The book also contains such 
pertinent color information as what 
colors go well together; what colors re- 
flect the most light; color and ex- 
posure; colors and light; and the the- 
ory and practice of color. Also 
included, as a further help, are three 
sheets of the same color, one glossy, 
one semi-gloss, and one flat to illus. 
trate how gloss or lack of it changes 
the appearance of a color. The Color 
Selector is a loose-leaf book of 101 
sheets, 12 by 18 in. Smaller edition 
has sheets 9 by 12 in. A small booklet, 
furnished with the Color Selector, tells 
how to make all of the colors in flat, 
semi-gloss or gloss. 


Electric Presser-Iron 


DeLuxe Model—Because of its patent- 
ed construction it can be used either 
as a presser or as a flat electric iron, 








when the handle is folded back in posi- 
tion. Presses pants on or off, not only 
a few inches near creases, but back to 
the seams. Also presses’ coat sleeves, 
lapels, collars, vests, and ties.. Women 
can also use it to crisp up scarfs, gloves, 
ruffles, hat bows, sashes, handkerchiefs, 
and to renew pleats in skirts, dresses, 
and jackets. The DeLuxe model is only 
as large as a hand and weighs 10 ounces. 
It plugs in any electric socket. Sug- 
gested retail selling price, $2.50..Packed 
in attractive package complete with 
six-foot detachable cord. Empire Elec- 
tric Co., Cincinnati, Ohio.” 


Plastic Bicycle Lamp 
“Plasti-Lite”—has all-plastic case, air 
flow design. Comes in white with 
chrome trim. Has red and green 
illuminated side lights. Lamp is said 
to be weatherproof, tarnishproof, and 








shatterproof. Operates on two stand- 
ard 1%-in. flashlight cells, self-con- 
tained. List price, $1.00 complete, less 
batteries. Delta Flectric Co., Marion, 
Ind. 












The Season § 


Hottest 
Item 





HOT AIR FILTER 


and SHIELDS for HOT AIR 
WALL REGISTERS ...... 
Adjustable—easily cleaned. 


One store sold 6192 in 30 days—another 
1700 in one day. Sales records smashed 
in 17 states. Thoroughly cleans the air 











coming from hot air registers. Catches 
grime . .. dirt. . . soot. No soiled 
drapes ...no dirty walls. Send for price 
list and further information. 








Nationally advertised in 
Better Homes and Gardens 
Good Housekeeping 
Sunset Magazine 
Esquire 


Swing -A-Way 


Swings against the wall 
when not in use. Never be- 
fore such ease and safety. 


The biggest sensation that ever hit 
the can opener field. Write for infor- 
mation about deal that’s produced 
amazing sales records from coast to 
coast. GOODHOUSEKEEPINGSEAL 
OF APPROVAL. 


FLL. McCABE 


SWING-A-WAY STEEL 


PRODUCTS, INC. 
MERCHANDISE MART CHICAGO 
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Home Disposal Unit 


“Calcinator”—portable for kitchen or 
basement. Available with either gas or 
electric burners. Said to be smokeless, 


odorless and to use modern system of 
low heat incineration. It is fireproof 
and safe. Available in attractive colors 





and is finished in baked enamel with 
crackle finish. Standard colors are 
brown, dark green, deep blue, and dark 
maroon. List price, $45.00 f.o.b. fac- 
tory at Bay City, Mich. Calcinator 
Corp., 1763 Penobscot Bldg., Detroit, 
Mich. 


“Nite-Beam” Bed Lamps 

No. 575—A Bakelite bed lamp. Con- 
sists of a two-piece Bakelite reflector, 
heavy glass magnifying lens to intensify 
the light; especially designed adjusting 
joint that permits light to be focussed 
to any position. Wiring is concealed 
through clamp and joint. Clamp has 
a maximum jaw-spread of 2% in. and 
is felt-lined to prevent marring. Finish- 
es of lamps are grained walnut, ivory, 
pastel green, pastel rose, and pastel 
blue. Counter or window display card 





furnished with each standard package 
of 22 lamps. List price, $1.55 each. 
Eagle Electric Mfg. Co., 59 Hall St., 
Brooklyn, New York. 











For SERVICE 
SALES 
PROFITS 


This year—like last year 
and the year before— 
more No. 1 Victor Traps 
are being sold than any 
. other trap of any style, 


size, or make. ANIMAL 
TRAP COMPANY OF 
AMERICA, LITITZ, PA. 
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DEPENDABLE 
ONEIDA 


VICTOR 


The TRAPS 


that trappers know 











Cutlery Set And Rack 


The Universal five-piece. cutlery set 
with “Penguin” wall rack, No. 1385, 
consists of two kitchen knives, one with 
three-inch French blade, the other with 








three-inch clip blade; a household 
slicer with 8-inch blade; a 10-inch 
cook’s fork and a butcher knife with 
7-inch blade. Streamlined ebonwood 
matched handles and “Crobalt” stain- 
less super steel blades. Nickel silver 
intetlocking rivets. Silver imprint on 
handle. Blades are mirror-polished. A 
“Penguin” cut-out window or counter 
display card is furnished with no charge 
for an order for six or more sets. Dis- 
play is reproduced in natural colors 
and holds a complete set of cutlery 
mounted on the rack. Landers, Frary & 
Clark, New Britain, Conn. 





All -Purpose Portable Tester 


Tests standard light bulbs, photoflash- 
photoflood lamps, all types of series and 
multiple Christmas tree bulbs at rate 
of 60 bulbs per minute, and fluorescent 
lamps. Also tests various electrical 
appliances, circuits, cord sets, extension 





cords, radio parts, auto horns, motors, 
generator windings, and cut-outs. Elim- 
inates use of batteries for testing auto 
headlight and flashlight bulbs. Will 
also test any type of fuse—plug o1 
cartridge. Made in two models; No. 50 
with red and black leads, $5.50; Model 
No. 90, without leads, $4.90. Fog King 
Lamp Co., 1260 Clybourn Ave., Chi- 
cago, Ill. 
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sudden announcement of withdrawal 
of prices and naming of new and 
higher ones may presage a form of 
hysteria in the mind, rather than 
physical facts. Our policy has been 
to buy conservatively what we be- 
lieved, based upon evidence at hand, 
we would need to supply a demand 
immediately ahead.” 


Henkle and Joyce 
Hardware Co., Inc. 


Lincotn, Nes., E. E. Henkle, 
chairman, states: “We are not at- 
tempting to speculate on merchan- 
dise on account of the war, but are 
buying in iore liberal quantities in 
anticipation of shortage of some 
goods. The writer went through the 
other war, and his experience was, 
that a jobber is better off with a 
moderate increase in stock rather 
than adding any _ considerable 
amount.” 


Bright & Company 


Reapine, Pa., J. C. Bright states: 
“There are two possibilities as we 
see it. First. that prices will keep 
on rising and secondly, that prices 
will rise temporarily, slump back, 
then rise the second time. Our plans 
are based on the second viewpoint. 
We feel that some time between the 
first of the year and late spring, 
there will be a slfimp in prices, pos- 
sibly not enough to bring the prices 
down where they are today, but 
nevertheless a definite slump. We 
are covering ourselves on this basis.” 


W. W. Conde Hardware 
Company 


Watertown, N. Y., H. W. Conde, 
president states: “We do not believe 
the distributor should in any manner 
take advantage of this situation or 
take more than his normal profit in 
the distribution of hardware items. 
We will endeavor further to protect 
our dealers on the purchase of 
staple and manufacturers’ hardware 
items. We feel that at this time the 
distributor should be of assistance 
to the dealers and protect them now 
as well as in the future.” 


Brown-Rogers-Dixson Co. 
Winston-Satem, N. C., W. N. 


Dixson, president states: “We are 
doing all we can to protect our cus- 
tomers for a reasonable length of 
time. We are doing business on a 
day-to-day basis and trying to con- 
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Current Price Trends 


(Continued from page 30) 


sider each commodity as a separate 
proposition as it comes up, and do- 
ing what we think wise at that time. 
So far we have not made any 
changes in prices to our customers 
as we are still waiting to see what 
the market will do after the first 
spurt of excitement dies down.” 






Delaware Hardware Co. 


Wunmincton, Det., J. Henry Top- 
kis, secretary, states: “We are not 
attempting to buy on futures other 
than would normally be done. Where 
a price change occurs with reason- 
able notice to us as jobbers, we will 
attempt to cover our customers, but 
if the interim pastes* and*“we have 
to pay more we will sell on a higher 
resale or else will pass up the or- 
ders.” 





Approval of Unauthorized Deal 


HERE an agent or an em- 
ployee makes a deal for his 
employer which he was not author- 
ized to make, the employer, ordi- 
narily may take it or leave it. That 
is, he may reject the deal or he may 
accept it even though it was un- 
authorized in the first place. The 
usual rule is that the employer’s 
ratification or acceptance of the un- 
authorized deal is binding upon him 
if he knows all the facts. 
But sometimes an employer or 
principal may be bound by his ac- 
ceptance of an unauthorized trans- 


action, even where he does not know 
the full facts. The Pennsylvania 
Court put it this way: “A principal 
can ratify the unauthorized act of 
his agent without full knowledge of 
all material facts if he intentionally 
and deliberately does so, knowing 
that he does not possess such knowl- 
edge and does not care to make 
further inquiry into the matter.” 

Best rule, of course, is to investi- 
gate fully before accepting or 
ratifying any unauthorized deal 
which an employee or agent may 
have negotiated. 









INCREASE 
Gur 


PROFITS 






Whether they are wood, coal, gas or oil 
space heaters you handle, the SKUTTLE 
AIR MOVER will increase their heating 
efficiency. This blower unit will circulate 
heat in two to three extra rooms, as de- 
sired. It comes completely assembled 
with rubber-mounted blower motor 
switch and register. It is simple to in- 
stall, any home owner can do the work 


himself. 


DO YOU SELL SPACE HEATERS? 


. . » then here is how you can 








"| The diagram above shows how it is installed 
and the way it circulates the heated air. 
Can also be used to cool the house in the 
; summer, by drawing out the hot air to the 
| attic. Its low price should interest you. A 
! Jetter will bring complete details. 


Skuttle 
FAA Mowe 


“The J. L. SKUTTLE COMPANY 
AIR CONDITIONING EQUIPMENT 


| 1015 FRANKLIN AVE. © DETROIT, MICH. | 
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Heavy cast 
brass aceu- 
rately ma- 

chined. 
Spray point 
moves up 
and down as 
sleeve is re- 
tated while 
sleeve stays 
same po- ' 
sition. ene ea. 
struction for 
strength and 
durability. 
Novel pack 
ing and non- 
rising sleeve 
construc 
tion similar 
No packing tion similar 
wear due te te steam 
moveme of packing— 
movement of of | packing 
sleeve whieh packing life 
rotates with- packing | life 
out rising or and non 
lowering. 














NEW 1940 Model 








SHERMAN 
GOLD LABEL NOZZLE 


the finest hose nozzle 


ever produced. Cast bronze—precision 
made. Note outstanding features. Guar- 
anteed Unconditionally Forever. Retails 


readily at 75 cents. 1 doz. in beautiful gold 


covered box. 
card with each doz. 


colors 


H. B. SHERMAN MFG. CO. 
Battle Creek 





FREE sales making display 


Furnished in assorted 


Sold through Jobbers. 


Michigan 
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ters car. be used as a 1 
or 3 wheel cutter. All are 
improved cutters, accu- 
rately made with hardened 
steel pins and rollers. 
Thrust rods of “Saun- 
type cutter are 
hardened at the point and 
bear on embedded, hard- 
ened steel block. On 
“Barnes Type” the thrust 
is taken up by drop- 
forged steel sections. Parts 
are interchangeable with 
other standard makes. All 
are Cadmium Plated. 


ARMSTRONG BROS. 
Knife Blade Cutter 
Wheels cut much faster 
and easier, hold their keen 
cutting edge for they are 
made of Vanadium Tool 
Steel, heat treated, hard 

ened, and cadmium plated. 






Write today for Cat- 
alog C-39, the most 
complete line of Pipe 
cols made. 


ARMSTRONG BROS. TOOL COMPANY 
"'The Tool Holder People"’ 


314 N. Franciseo Ave.. CHICAGO, U.S.A. 
New York San Francisco London 





























































Aids Handling of 


on Hatchets 
EFECTS in tools may be 


traceable to either flaws in 
manufacture or to abuse at the 
hands of the customer. Many an 
article breaks down when it is put 
to a use for which it never was 
intended and many customers do 
not realize the abuse to which they 
have subjected the articles on 
which they seek an adjustment. 
Knowledge on the part of the re- 
tailer as to whether a defect has 
been occasioned by flaws in manu- 
facturing or abuse of the article 
in question would serve to reduce 
one of the retailer’s and whole- 
saler’s troubles to a minimum. 
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Adjustment Claims 
and Hammers 


In an endeavor to aid the in- 

dependent hardware dealer and 
wholesaler to handle claims for ad- 
justment intelligently, Fayette R. 
Plumb, Inc., Philadelphia, has 
made up sheets of instruction 
which tell whether or not returned 
hatchets and hammers are defec- 
tive. Copies of these may be had 
upon request to the company. The 
name of the manufacturer does not 
appear upon them, making it pos- 
sible to use them no matter what 
make of tool is in question. These 
sheets of instruction are repro- 
duced on this and the following 
page. 
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Abuse or Hard Service —Not Replaceable 
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The above sheet of instructions gives detailed 
information on how to tell if returned hatchets 
are defective or if they have been badly used. 
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Failures Due to Abuse or Hard Service—Not Replaceable 
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Base Prices A kways Kar 
‘Testifes B. F. Fasrless 


President of United States Steel Corp. 
defends steel pricing system before 


T empora ry National Economic Committee 


[sce as the “fo- 
eal point” by A. B. 
Feller in charge of the Department of 
Justice’s steel inquiry before the Tem- 
porary National Economic Commit- 
tee in Washington, D. C., examina- 
tion of the general price policy of 
the industry was begun Nov. 6. The 
first steel witnesses were Benja- 
min F. Fairless, president, H. L. 
Hughes, vice-president, of the United 
States Steel Corp. and Robert Gregg, 
president Tennessee Coal, Iron & 
Railroad Co., a corporation subsidi- 
ary. This marked the second phase 
of the investigation and followed 
a hearing of witnesses from the iron 
ore industry held the previous week. 

As the hearing proceeds, it be- 
comes clear that the Department of 
Justice is emphasizing prices to de- 
termine in its own mind whether 
they are responsive to the law of 
competition. While both the ore and 
steel interests insist that competition 
is keen, the department is giving 
close attention to the joint stock 
ownership of steel and ore proper- 
ties as well as to the price structure. 
The bearing of ore prices on the 
steel structure has been dwelt upon 
in connection with the declaration 
of Assistant Attorney General Thur- 
man W. Arnold that the primary 
factors to be explored center around 
charges of concentrated power and 
lack of competition. 

Voluminous rebuttal testimony has 
been and will be submitted by steel 
executives to counter these old 
charges. 

Among those who were present at 
the hearing in addition to the initial 
Steel Corporation and TCI witnesses 
when it was resumed were Myron C. 
Taylor, former chairman; Edward 
R. Stettinius, Jr., chairman; William 
Beye, vice-president; Nathan L. 
Miller, general counsel, and Irving 
L. Olds, director, of United States 
Steel Corp. Among executives of the 
Bethlehem Steel Co. were E. G. 
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Grace, president; Paul Mackall, 
vice-president in charge of sales: 
Robert E. McMath, vice-president 
and secretary; F. A. Shick, vice- 
president and controller, and Hoyt 
A. Moore, general counsel. 

Mr. Fairless, the first steel witness 
to be questioned, told the committee 
that if it takes into consideration 
that the base price of steel always 
reflects a reasonable price it is easier 
to understand why a reduction in the 
price does not have any material ef- 
fect upon stimulating business. He 
conceded that in some industries a 
reduction in price tends to stimulate 
demand but he pointed out that be- 
cause of the peculiar nature of the 
steel industry the same thing does 
not hold true. 


A Just Price 


Questioned by Mr. Henderson if 
that view has not been a prevailing 
one in the steel industry for many 
years Mr. Fairless answered in the 
affirmative, explaining that the base 
price represents a fair one. 

“If it were a fictitious price or an 
unreasonable one,” he said, “the ef- 
fect in reducing prices would imme- 
diately show up in new business. 
But a reduction from a fair price 
does not stimulate business. This 
industry isn’t going to permit com- 
petitive products to make inroads on 
the business. We’re thinking about 
that every day.” 

The discussion of prices got un- 
der way almost as soon as Mr. Feller 
put his first question to Mr. Fairless. 
The method by which the United 
States Steel Corp. determines to 
make price changes was raised early 
and Mr. Feller was told that before 
price changes are finally made ef- 
fective they are approved by Mr. 
Fairless. 

The subsidiary companies, Mr. 
Fairless testified, make exhaustive 


By L. W. MorFeEtTtT 


Washington Representative 
of Hardware Age 


studies of competitive market condi- 
tions, and of other business factors, 
and after carefully weighing these 
conditions come to the definite con- 
clusions with respect to recommen- 
dations. 

From this point Mr. Feller led the 
inquiry into the subject of price re- 
ductions announced in June, 1938, 
and questioned the witness as to why 
reductions had not been made 
sooner. Mr. Feller introduced a let- 
ter directed to the Carnegie-Illinois 
Steel Corp. by the Willys-Overland 
Motors, Inc., of Toledo, in Novem- 
ber, 1937, explaining that it was be- 
ing referred to as reflecting the view 
of one customer as to the prices of 
steel during “this critical period.” 

The letter, which called upon the 
company to “re-examine your price 
structure,” was duly considered by 
the executives of the company, Mr. 
Fairless said, adding that the steel 
mentioned in the letter had been or- 
dered in August, 1937, and that in 
November it had been rolled to spec- 
ifications. Mr. Fairless told the com- 
mittee that his organization did not 
stand adamant when business was 
going bad in 1937 but that substan- 
tial price concessions were made 
which did not appear in the pub- 
lished market prices. 

Mr. Fairless testified that because 
of “very severe competition” conces- 
sions below the base price were 
made at that time and that the con- 
ditions mentioned as desirable in the 
Willys-Overland letter were actually 
under way. He told the committee. 
in response to another question from 
Mr. Feller that there were many rea- 
sons why the published price was 
not reduced. Among them he listed 
the uncertainty of the business de- 
cline, insisting that there had been 
many previous dips and they proved 
to be of only short duration. 

“There have been many times 
when the company has been con- 
fronted by requests from customers 
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not to reduce prices because of their 
inventory problem,” Mr. Fairless 
said. “If business is to be stopped 
in its decline by reducing prices, it 
seems to me—and I apologize I am 
only a layman, not an economist— 
that the beginning should be made 
by reducing prices on items made 
from the finished steel.” 

“What is the significance of keep- 
ing the base price at the same level 
from March, 1937, to June, 1938, 
and what is the significance of the 
base price at all?” was Mr. Feller’s 
next question. 

“Our published base price doesn’t 
mean one thing today and another 
thing tomorrow” was Mr. Fairless’ 
reply. “It represents the fair price 
we want and when we can’t get it 
then it’s because competition won’t 
permit it. I wouldn’t know how to 
run this business if we had to an- 
nounce new base prices daily.” 

“If the published base price re- 
mained at the same level during this 
period and the actual price was be- 
low the base due to concessions, why 
was the published base not reduced 
during the third quarter of 1937 and 
the first quarter of 1938 to meet ac- 
tual realization,” Mr. Feller queried 
further. 

“We didn’t have a basis 
price announcement on some prod- 
ucts. Prices were all over the map. 
The base price was as good as any 
in an unknown market,” Mr. Fair- 
less replied, adding that “we didn’t 
feel it was good business to officially 
reduce prices until June, 1938, at 
which time we reduced them very 
substantially.” 


for a 


Increases Questioned 


Earlier in the hearing, Mr. Fair- 
less described to the committee the 
conditions which prompted two price 
increases in 1936 and one increase in 
1937. Explaining that he was able to 
discuss these products and prices 
only in a general way, the witness 
related that it was deemed necessary 
to make the first increase in 1936 be- 
cause the price on some products 
had grown far out of line with other 
products and “we decided to move 
them up to a point where they’d 
show some profit.” It was not done 
with the idea of inaugurating any 
general price increases, he told the 
committee. 

To illustrate his point, Mr. Fair- 
less mentioned specifically that 
plates and strip are in competition 
with each other and observed also 
that there is exceptionally keen com- 
petition in semi-finished steel. 

As for the second price increase in 
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1936, Mr. Fairless told the commit- 
tee it was made necessary because 
of increased wage and material 
costs. He recalled that in 1936 and 
1937 that “it was in the air for 
higher wages” and said that later 
the question of vacations with pay 
was brought up and subsequently 
made effective by the company. 

Questioned by Mr. Feller about a 
letter submitted for the record, in 
which studies of the price situation 
as related to price increase made 
necessary by the new labor pro- 
gram were mentioned, Mr. Gregg 
recounted that certain price in- 
creases were proposed at that time 
but that they did not fully compen- 
sate fer increased costs on the basis 
of figures submitted. 

Submitted for the record by Mr. 
Feller were two telegrams taken 
from the steel corporation’s files. One 
was directed to Mr. Gregg from the 
Columbia Steel Co., in San Fran- 
cisco, and covered a recommendation 
for a $1 increase in the price for 
foundry pig iron. The telegram, sent 
on Feb. 19, 1937, said that the rec- 
ommendation was made on the basis 
of a careful survey. 

Asked why his telegram in reply 
suggested that the increase be $2, 
Mr. Gregg said he had information 
in his possession which the company 
did not have at the other end. Nego- 
tiations were under way and we had 
been advised, he said, that new con- 
tracts were about to be signed car- 
rying increased labor costs. In fact, 
Mr. Gregg continued, wage costs 
later advanced 16.6 per cent. 

After referring to another letter in 
which it was purportedly recom- 
mended that the price of wire rods 
be increased more than the price for 
wire in order to narrow the spread, 
Mr. Feller asked if such a procedure 
did not seriously affect the profit 
margin of independent concerns 
which make wire from purchased 
wire rod. He was told by Mr. Fair- 
less that the company’s price policy 
since its inception has always been 
to provide a satisfactory margin be- 
tween the selling price of semi-fin- 
ished steel: and the selling price of 
the finished product in so far as the 
company can exercise control. 

Just because at some particular 
interval the spread is narrowed does 
not mean exactly what it seems be- 
cause of the assumption that the 
spread was satisfactory in the first 
place, Mr. Fairless said. He denied 
that the spread was reduced to take 
profits from the users of semi-fin- 
ished steel and insisted that “they 
will testify that they always have 
been fairly dealt with in respect 
to raw materials.” 
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RedDevily 
GLASS CUTTERS 





New standard handles 
on all models. Heavily 


plated and polished. 


Perfect rest. 


Long- 


finger 
life, machine 
made uniform alloy 


steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 


Rustproof. 


LANDON P. SMITH, INC 


IRVINGTON, N. J 








SIZE MARfJKED 


PUMP LEATHERS 


Fast Profits 


Simplex size-marked pump leathers show 
profit in many ways. They cost no more 
than other good packings and the size- 
marked feature eliminates mistakes and cus- 
tomer complaints 

Simplex pump leathers stay sold. Customer 
satisfaction is assured because the leather 
always fit the first time. 


Ask your jobber or write us for price list 





eS 
National 


HARDWARE 

















HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 
If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING - « - ILLINOIS 
sd 
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The “WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Wheaton, Lll.: Who makes the 
Queen mop heads? Wheaton Hard- 
ware. 

ANSWER: J. E. Frick Co., 40 
No. Front Street. Philadelphia. Pa. 


Stamford, N. Y.: Who imports the 
Dobl Duck Cutlery? Corner Hard- 
ware. 


ANSWER: Bresduck, Inc., 224 
Canal Street, New York, N. Y. 


Narberth, Pa.: Who makes the 
Tea Master twin spout tea pot? 
Ricklins Hardware. 


ANSWER: ‘Twinspout Pottery 
Co., Inc., 400 E. Fordham Road. 
New York, N. Y. 


McIntosh, S. D.: Who publishes 
the National Locksmith? McIntosh 
Hardware Co. 


ANSWER: Douglas MeLean. 


Denver, Colorado. 


Easton, Md.: Who makes a door 
closer that operates with two coil 
springs against an air check be- 
tween the springs? Shannahan & 
Wrightson Hdwe, Co. 


HARDWARE AGE 























MAKES IT?” 





Information regarding sources of supply as provided readers of | 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. | 


ANSWER: Kant Slam Co.., 
field, Ind. 


Kalispell, Mont.: Who makes the 
White mule gloves? Kalispell Lum- 
ber Co. 


ANSWER: Wells-Lamont Smith 
Corp., 1791 Howard St., Ghicago, 
Il. 


* 


Greenville, Miss.: Who makes the 
Eifel-Geared Plie Rench combination 
pliers? Wetherbee Hardware Co. 


ANSWER: American Plie Rench 
Corp., 4611 No. Ravenswood Ave.. 
Chicago, Tl. 


Manchester Center, Vt.: Please 
furnish the address of the King 
Construction Co., builders of green- 
houses and hot beds. Manchester 
Plumbing & Hdw. Co. 


ANSWER: Tonawanda. N. Y 


North Attleboro, Mass.: Who 
makes the Weaver duck bill pliers? 
Franklin Hardware Co. 


ANSWER: 


Imported by Irving 
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Bloom- 


Hardware Co., Inc., 12 Warren 
Street, New York, N. Y. 


McBain, Mich.: Who makes the 
Hartmann trunks and baggage? 
McBain Hardware Co. 


ANSWER: Hartmann Trunk Co., 


Racine, Wisconsin. 


Vancouver, Can.: Who makes the 
Malaga pruning shears? Fred. C. 
Myers Ltd. 


ANSWER: J. 
Malaga, Calif. 


Cartwright & Son, 


Ansterdam, N. Y.: Who makes the 


Tap-Rite automatic beer pump? 
Kosiba & Dylong. 
ANSWER: Eastern Allied Sales 


Corp., 34 W. 17th Street, New York, 
Na; Sa 


Keego Harbor, Mich.: Who makes 
Decal decalcomania? Keego Hard- 
ware. 


ANSWER: Meyer-Cord Co., 108 


No. Wells Street, Chicago, II. 
















Gibson Gripper Clips 


A patented clip of eil- 
tempered, nickel plated 
=} spring steel that will hold 


objects securely. Hun- 
dreds of uses in homes, 
factories, offices, stores, 
and for displays. Re- 
tail for 10¢. Packed with 
attractive display ard. 
Samples on request. 


Gibson Good Tools, inc. 
Orange Mass. 














The Original Rotary Cora Popper 


The Popper That Puts 
The Pop in Pop Corn 









Use Any Kind of Heat 


Ask Veins: Jobber 


0. S. KEENE MACHINE CO., _ ELKHART, IND. 
EI N I S TON 
Triple ia NAILS 


“Lead Seal" 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump” . .. Send for Sampes. me 


The DENISTON | Co. wasters Ave 
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Chassihied Opportunitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Clamibied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words...... $3.00 
All —— maximum, 50 words... 4.00 

additional word........ 06 


Positions Wanted 
( - Rate) set solid, maximum, “ 
Bach additional word ............. 01 
Allow Seven Words for Keyed Address or Your Address 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies te 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| —- Poritions Wanted | 





| Poritionn Wanted =| 


| = Positions Wanted 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 








GOOD MAN AVAILABLE 


Sales executive, recently vice-president of a tool 
factory doing a world-wide business, with years 
of both factory and hardware jobber experience, 
seeks a connection. His work has included modern 
merchandising methods, creating displays, sales 
literature, catalogs, advertising, export, etc. 

Address Box 0-669, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 














GENERAL HARDWARE AND APPLIANCE 
MAN with nine years’ experience. “Worked for 
past nine years in capacity of managing, buying 
and selling. Twenty-eight years old. Will go 
anywhere. A-1_ references. Address-—Edward 
Greco, R. D. Flemington, N. J. 


BUILDERS’ HARDWARE MAN thoroughly 
experienced in buying, selling and contract work 
desires connection with concern who needs ca- 
pable man in hardware, or in both hardware and 
paint department. Address Box D-744, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMAN, 10 YEARS’ EXPERIEN( 
SELLING TO the hardware jobbers, department 
stores and larger dealers throughout the New 
York Metropolitan area desires connection with 
a reputable manufacturer. Can furnish A-1 ref- 
erences. Address Box D-740, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


MANAGER-BUYER, OVER SIX YEARS 
in charge of -leading chain store organization's 
hardware department thoroughly experienced in 
modern merchandising, sales promotion and buy- 
ing control methods, seeks connection with pro- 
gressive independent concern preferably Middle 
or South Atlantic States. Address Box D-732. 
se of Harnware Ace, 239 W. 39th St., N. Y. 

ity. 

SALESMAN TEN YEARS CONTACTING 
HARDWARE jobbers, wholesalers, mill supply, 
builders’ supply, oil well, railways, industrials, 
electrical goods, auto accessories, department 
stores, house furnishings, chains, unit buyers, 
large dealers. Texas, Oklahoma, Arkansas; 
Louisiana. Desires direct factory connection for 
this territory. Address Box D-697, care of 
Harpware Acs, 239 W. 39th St., N. Y. City. 


FORTY YEARS OF WELL-ROUNDED 
HARDWARE experience for hire. Have been 
clerk in builders’ hardware department, head of 
paint department, head of heavy hardware de- 
partment, cutlery buyer and general buyer for all 
lines. Address Box D-704, care of Harpware 
Ace, 239 W. 39th St.. N. Y. City. 























MY FIFTEEN YEARS’ EXPERIENCE in the 
manufacture and sale of electrical appliances is 
now available to manufacturer of similar products, 
either in internal or external sales organization. 
Last six years Pacific Coast manager for well- 
Eastern manufacturer. Know hardware and electrical 
jobbers and department store accounts. Ability to 
address jobbers’ sales force and handle demonstra- 
tions and promotions. An interview will bring forth 
sales record of results. Free to travel anywhere. 
Address Box D-718, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City nt} 








Young married man of twenty-seven 
with five years’ chain store and hardware experience; 
window trimming and counter layout a specialty be- 
sides a knowledge of all phases of store opera- 
tion; also linoleum mechanic and glazier. A perma- 
nent location desired with future dependent upon 
ability and production. 


AL LEMMON 
10 West 4th Ave., Clearfield, Pa. 




















SALESMAN SEVEN YEARS PAINT AND 
hardware following in the Borough of Brooklyn. 
Thirty years old. Desires connection with smal. 
jobber or paint manufacturer or hardware manu- 
facturer. Hard, sincere plugger. Will also maké 
an investment to show anxiousness to get started. 
Address Box D-738, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE MAN, EXPERI- 
ENCED ALL phases contract work as well as 
retail selling, capable on blueprints, template 
work, scheduling on all classes of building con- 
struction and familiar with leading manufacturers 
lines. Compenent department manager. Location 
no object. Address Box D-733, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





DO YOU NEED A BUILDERS’ HARD.- 
WARE MAN? I am 30 years old and married. 
I have had 12 years’ experience in both buying 
and selling for a builders’ hardware manufacturer. 
Prefer wholesale or retail connection doing 
around $100,000 annually, ‘Presently employea 
and only interested in permanent proposition. 
If you need somebody to build up your builders’ 
hardware sales, here’s your chance! Address 
Box D-742, care of Harpware Ace, 239 W. 39th 
Se, N. ¥. Citty. 





RELIABLE HARD WORKING HARD- 
WARE SALESMAN type of the old school, ac- 
customed to long hours of selling, wishes job with 
hardware manufacturer. Hardware, tools, and 
paints. Well acquainted with all hardware job- 
bers and large retailers throughout Michigan, 
Ohio, Indiana, New York State, Western Penn- 
sylvania, New England States and Canada. Will 
devote time doing missionary work to build up 
any single item or items of line wherever neces- 
sary. Commission and drawing account. Address 
Box D-741, care of Harpware Ace, 239 W. 39th 
a > As 3 





BOOKKEEPER, ACCOUNTANT, 29, MAR- 
RIED, 10 years’ experience in hardware and 
electrical supply fields. Capable of taking com 
plete charge, tes soy financial statements, tax 
returns, etc. esires a permanent or part time 
position in the above fields—one requiring initi- 
ative and responsibility. Address Box D-653, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








PURCHASING AGENT, 9 YEARS’ EX. 
PERIENCE in the wholesale hardware and 
electrical manufacturing field. Age 29. Now 
employed. Desires position with future and ee 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-665, care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 





HARDWARE MAN THOROUGHLY EX 
PERIENCED IN retail hardware, paints, etc.. 
glazing, window trimimng, etc., desires position 
with retail firm interested in increasing sales 
through better display both in windows and store. 
Glad to prove worth by trial with reliable con- 
cern. Now employed. Interview desired. Addres- 
Box D-731, care of Harpwarv Acer, 239 W. - 
a, mY. CO 





YOUNG MAN, ENERGETIC AND AMBI 
TIOUS, age 24, 2 years’ experience retail hard- 
ware, plumbing, etc., desires position, wholesale 
or retail with opportunity to travel with outside 
salesmen. Have chauffeur’s license. Will locate 
anywhere. Address Box D-747, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN DESIRES POSITION. HAS 
TWELVE years’ experience selling the hardware, 
building, fishing tackle, and sporting goods trade 
of Southern New York State. anufacturer’s 
line desired, but would ider a sp ity ling 
for large jobber. Best of references. Can go 
anywhere. Address Box D-727, care of Haxn- 
ware Ace, 239 W. 39th St., N. Y. City. 


ENERGETIC RELIABLE DRUMMER 
LOOKING FORWARD to the future, wants 
position, salary or commission. Ten years with 
one firm covering New England hardware mil! 
supvly and automotive trade; familiar with gen 
eral hardware, electrical appliances and auton: 
tive—good following with above trade. A pro- 
ducer. Address Box D-729, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 











ENERGETIC AND AMBITIOUS, YOUNG 
MAN, 23 years old, single, desires position. Has 
had eight years’ experience in the hardware, paint. 
plumbing and housefurnishing line, also thor 
oughly experienced in the gas range field and 
major electrical appliances, such as refrigerators, 
washing machines, etc. Address Box D-746, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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| Accounts Wanted | 


| — fcecounts Wanted | 








SALESMAN CALLING ON HARDWARE, 
PAINT and Wallpaper stores, Lumber Yards, etc., 
to carry our Popular Priced full line Paints and 
Varnishes. Many territories open. Liberal com- 
mission. Good Opportunity. Progressive concern. 
Write to 20th Century Paint & Varnish Corp., 30 
Roebling St., Brooklyn, N. Y. 





LEADING FIBRE TOOL BOX MANU. 
FACTURER desires salesmen with following 
among wholesale and retail hardware trade in 
Eastern and Mid-Western States to sell com- 
plete line of fast-selling fibre tool boxes as side- 
line. Liberal commissions, full cooperation. Ad- 
dress Box D-745, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





FACTORY REPRESENTATIVES! A LINE 
OF MERIT. Complete stock of stove springs 
and clips. Numerous requests prove there is 
large potential demand. Tie up now with our 
Fall large space advertising campaign. Writs 
now—ask about exclusive territory franchise. 
Address—California Spring Company, Inc., Est. 
1923. Dept. CA, 1746 South Los Angeles St., 
Los Angeles, California. 





WANTED — SIDELINE OR FULL-TIME 
SALESMEN and manufacturers’ agents now 
calling on drug, department, hardware and jewelry 
trade. To sell popular electrical toothbrush and 
gum massager proving spectacular success. Prod- 
uct proven through 6 years’ use by leading dentists 
and dental clinics. Fully guaranteed. Give de- 
tails of territory covered, lines handled, etc., in 
first letter. Address Box D-739, care of Harp- 
waRE Ace, 239 W. 39th St., N. Y. City. 





GOOD SIDELINE FOR SALESMEN CALL- 
ING on department, hardware, and large notion 
stores. Liberal commission on initial and repeat 
orders, State lines now carried and references. 
Address Box D-737, care of Harpware Aceg, 
239 W. 39th St., N. Y. City. 














MANUFACTURERS’ REPRESENTATIVE 
Calling on the Wholesale Hardware & Mill 
Supply Trade in 
New York City and Metropolitan Area 
WANTS ADDITIONAL LINES 
on commission basis 
Address Box D-644, care of HARDWARE AGE, 
239 West 39th Street, New York City. 





= 








NEED WASHINGTON-OREGON REPRE.- 
SENTATION? EXPERIENCED manufacturers’ 
representative specializing in hardware and 
marine supplies seeks additional established lines 
in these or allied fields. Fifteen years as sales 
executive with intimate Pacific Coast contacts. 
Best references. Replies confidential. Address— 
P. O. Box 4581 San Francisco, California. 


| Bariness Opportunities | 




















Manufacturers or Direct Representation 

Long experience with Metropolitan and 

Long Island trade. Jobbers, retail and mill 

supply. Have car. Ready to go. 
Address—0O. E. WATTS 

3014 Snyder Ave., Brooklyn, N. Y. 





WE WILL PURCHASE FOR OAsH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 

MAZER BROTHERS 
The Bourse Phila., Pa. 
Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. 

















MANUFACTURER’S AGENT WITH SIX- 
TEEN YEARS’ EXPERIENCE calling on the 
hardware, mill and electrical supply trade desires 
one other A-1 line on a_commission basis for 
Pennsylvania, Delaware, Maryland and District 
of Columbia. Address Box D-677, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 


ESTABLISHED MANUFACTURERS’ 
AGENT WELL LIKED by trade can merchan- 
dise an additional line offering permanent sales 
possibilities in Texas or Texas and Oklahoma. 
Line wanted for retail or jobbing hardware trade, 
department stores, variety or chain stores, pre 
mium or furniture outlets or aJl. Address Grover 
C. Stanford Agency, Dallas, Texas. 








MID-WEST SELLING AGENCY HAS OUT- 
LETS with leading hardware and sporting goods 
jobbers, department stores and large retailers for 
electrical goods, cutlery, tools, hardware, lawn 
i t and sporting goods. Now successfully 














Successful Salesman of Builders’ Hardware, 
tools and related specialties seeks non-com 
lines for representation in Metropolitan New York 
area. Would also consider anent connection 
with one manufacturer, preferably for territory men- 
tioned. Enjoy wide acquaintance among wholesalers 
and retaHers and can furnish ample favorable refer- 
ences as to eharacter and®ability. Available imme- 


Address—MURRAY L. KOTCH, 
1809 Phelan Place, Bronx, N. " City. 














MANUFACTURER’S AGENT WITH FOL- 
LOWING IN Washington, Oregon and Califor- 
nia wishes one line or several lines in hardware, 
paints or sporting goods. Salary or commission. 
Can furnish best references. Address—M. R. 
Reckard, 2222 N. E. Schuyler, Portland, Oregon. 





selling above—can use line of merit. Address 
Box D-735, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


ACCOUNT WANTED FOR’ CHICAGU 
AND MIDDLE WEST. Wide acquaintance 
among department stores, hardware, houseware, 
electrical, giftware and drug jobbers, restaurant 
supply trade and premium users. Particularly in- 
terested in line with merchandising possibilities. 
Will consider exclusive line. Address Box No. 
7681-A, Harpware Acr, 1012 Otis Bldg., Chi- 
cago, Illinois. 


ACTIVE AND WELL - ESTABLISHED 
SALES REPRESENTATIVE interested in se- 
curing a reputable factory item or line to be 
promoted as a major consideration. Reliable 
following in retail hardware and builders’ supply 
already built up in Eastern Pennsylvania, South 
Jersey. Delaware, Baltimore and Washington. 
Commission basis. Have car and effect regular 
coverage. Address Box D-736, care of HARDWARE 
Ace, 239 W. 39th St.. N. Y. City. 











OLD ESTABLISHED HARDWARE FOR 
SALE—Located in prosperous Borough of 700 
population and serving adjoining oil producing 
region of Pennsylvania. Including two-story 
brick building. Present owner no longer able to. 
operate the business. Stock and building can be 
bought for $3,500 if prompt action is taken. Ad- 
dress—J. D. Trax, 213 Seneca St., Oil City, Pa. 


PARTNERSHIP OPPORTUNITY. YOUNG 
MAN MUST be fully experienced in the retail 
hardware business. Good opportunity to join in 
partnership with a firm in New York City, es- 
tablished for fifty years. Must have capital and 
devote entire time to the business. Address Box 
D-743, care of Harpware Ace, 239 West 39th 
S.. Wi. %: Cite. 


HARDWARE STOCK FOR SALE—South 
West Georgia—Opportunity purchase opening 
stock general hardware, sporting goods, farm 
hardware and implements, for removal or continu- 
ation in same town. Reason for sale—urgency 
of owners’ attention to outside interests. No term: 
—interested parties must be able to finance. In 
ventory about $15,000. If interest warrants, in- 
ventory available. Address Box D-734, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


L Help Wanted J 


HARDWARE BUYER: IF YOU _ ARE 
ALERT, AMBITIOUS AND ABOUT 30 
YEARS OLD WE WOULD LIKE TO HEAR 
FROM YOU PROVIDING YOU HAVE HAD 
PRACTICAL BUYING EXPERIENCE WITH 
A MIDWESTERN HARDWARE JOBBER, 
KNOW SOURCES OF SUPPLY AND WILL. 
ING TO LIVE IN CHICAGO. STATE EX 
PERIENCE, EDUCATION, AND SALARY 
EXPECTED. ADDRESS BOX D-730, CARE 
OF HARDWARE AGE, 239 W. 39th STREET, 
NEW YORK CITY. 


























The Story of the 


in the hardware trade. 





“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Q Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 


taneous evidence of his conviction that this 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. 4 Its classified columns have proven 
a valuable aid in bringing together buyer and seller. 
employer and employee. 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is moss 
widely and thoroughly read bv live hardware men. 


Those who contact the 





paper is mostly widely and thoroughly read 





-++ HARDWARE AGE - - - 


239 West 39th St., New York City 














NOVEMBER 30, 1939 











Quick-Selling 
Christmas Gifts 
AllShootersLike— 
HOPPE’S 
Gun Cleaning 
PACKS 


HANDY package in 
attractive 4-color 
display container. 
Contents : bottle No. 9 
Solvent, can of Lubri- 









ge— eating Oil, a tube of Gun 
Pecke +i Grease, supply of Patches and 
Attractive Gun Cleaning Guide. Your Jobber 


in Display 
FRANK A. HOPPE, 


will supply you promptly. 


Inc., 2314-A N. 8th St., Phila. Pa. 











COLUMBIAN 
ye ee A oe 










The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process. 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, “The Cordage City” N. Y. 








New Business Opportunities. bs 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs...in buyer preference 
...in sales... because of tremendously 
improved design .. . utility... value. 


For your profit’s sake... be the first to display and promote 








ee 
SLIDE SILENTLY ~ SOFTLY - SMOOTHLY 


T SAVE FURNITURE 
iL & FLOORS-CREATE QUIET 


Ask your Jobber 


DOMES of SILENCE 
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Abrasive Prod., Inc. 
Acme Steel Company 
Ade-O-Matie Co. 
All-In-One Cement Co. 
Se Os, Re Ba sk vvic cccescs 
Se Bee Gig wo s.0 0 ck nen 
Aluminum Goods Mfg. Co. ..... 
American Chain & Cable Co., Ine. 
American Chain Div. ......... 
American Fork & Hoe Co., The. . 
aenene Sponge & Chamois Co.. 
BOS ob aSeeseOiesugerecccece 
American Steel & Wire Co. 
American Thermometer Co. 


American Thermos Bottle Co., 
WD  edeccaneeddtebbscaceece 
American Turpentine Farmers 
Assoc., Cooperative ......... 


Ames Baldwin, Wyoming Co... 
Animal Trap Co. of America... 
Bee Me OR” cesceacsee cee 
Archer-Daniels-Midland Co. 

Armstrong-Bray & Co. ........ 
Armstrong Bros. Tool Co. ..... 
Asbestos Textile Company, Inc... 
ee . errs 
Automatic Products Co. 
Avery Adhesive 


Babeock Co., W. W. 
Baker, McMillen Co. ......... 
Ballonoff Metal Products Co. 

Barrett Co., The 
Bartlett Mfg. Co. 
eee Gin TD onccccscceccs 
Behr-Manning Corp. 
Berns Co., Imc., Otto ......... 
Best Universal Lock Co., Inc.... 
Bethlehem Steel Co. .......... 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. 
Me GO, GO, cn tccacdececcs 
Bommer Spring Hinge Co. 


Bond Electric Corp., 
Western Cartridge Co. 
Borg-Warner Corp. 
Boston Varnish Co. ........... 
Boston Woven Hose & Rubber 
SY ‘wt cbneusenen cua betadae hs 
Boyle Co., A. 8. (Plastic Wood) 
Boyle Co., A. 8. (Three-in-One 
(fs angie es pore tiey 
eS rarer 
Builders’ Hdwe. Textbook ..... 


Bushman Saw Div. 
Brush-Nu Co. 


Cc 
Calbar Paint & Ms Co. 
Carborundum Co., The ........ 
Carey Co., The Philip re ee 
Carnegie-Illinois Steel Corp. .... 
Carrolton Metal Products Co. 
Casein Co. of America ........ 


Céntral Commercial Co. (Sta-So) 
Champion Hardware Co., The .. 
Cheney Hammer Corp., Henry 
pe BOGE GR cccspeccrvcee 
Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc. 
Clayton & Lambert Mfg. Co. 
Clemson Bros., Inc. ........... 
Cleveland Chain & Mfg. Co., The 
Cleveland Wire Spring Co., The 
Clover Mfg. Co. 
Coburn Trolley Track Co. 
Coleman Lamp & Stove Co. 
a ere 
Columbia Steel Co. 
Columbian Rope Co. .......... 
Columbian Vise & Mfg. Co. 
Comfort Bed Spring Co. ...... 
Connecticut Valley Mtg. Se 
Continental Screw Co. 
Pv megs Steel Corp. abe ode 
‘ook Co., * 2S 
Corbin Cabinet eats hat 
Crescent Tool Co. ............ 
Cate CO, EMO 260 ic ccc c ces 
Cross Co., Ww. W. 
Cycle Trades of America, Inc. .. 
Cyclone Fence Co. 





»D 


Damascus Steel Products Co. 
Dazey Churn & Mfg. Co. 
Dempster Mill Mfg. Co. 
Deniston Co., The 
Desmond-Stephan Mfg. 
Deetee CO. ccccssecvcves esses 
Diamond Calk Horseshoe Co. 











Dickson Westnenpeent Nail Co.. 
Dietz Co., E. - nee 
Disston & ee Inc., “Henry ne 
Dixon Crucible Co., Joseph 
Domes of Silence .... 
Drake Electric Works, ‘Tne. 
Draper-Maynard The 
du Pont de Nemours & Co., 
E. I., Fabrics and Finishes 
Dept., Chemical Specialties. . 
Dudley Lock Co 


Eagle Lock Co. 
SS errr 
Eagle Rule Mfg. Co. 
| eer re 
Elastic Tip Co., The .......... 
Electro-Line Fence Co. 
Embury ate 7 
Memeo Big. OO. cocecsccccses. 
Enterprise Mfg. Co. of Pa. 

Estate Stove Co., The ......... 
Fveredy Co., MO soc cus thea 


Flexible Steel Lacing Co. .... 
Flex-O-Glass Mfg. Co. .. 


Florence Stove Co. ...........-. 
Foster Company, Benj. ........ 
WOE GRGGRERS 2 6c cccsccdocess. 
. ff ££ eas 
French & Hecht, Inc. ......... 
Frick-Gallagher Mfg. Co. ...... 
Frigidaire Div. ..........+++-- 
G 
Gardiner Metal Co. ........... 


General Electric So. (Full Line) 
General Electric Co., Bridgeport. 
Conn., Appliance & Mase. Dept. 
General Electric Co., Lamp Div. 
General Steel Warehouse Co., 
Inc., Bushman Saw Div. 
Germanow-Simon Mch. Co. 
Gibson Electric Refrigerator Corp. 
Gibson Good Tools, Inc. ....... 
Gilbert & Bennett Mfg. Co. .... 
Glass Coffee Brewer Corp. ....- 
Goodyear Tire & Rubber Co., Inc. 
Graham Mfg. Co. 
Gray & Dudley Co. ......+++-- 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. 
Griffin Mfg. Co. 


Hamlin Metal Prods. Co. 
Hanover Wire Cloth Co. 
Hanson Scale Co. ......+++:; 
— Hardware & Mfg. Co. 
BP. cocosvcesetereesaioos 
Hawkins Co., The eece 
Hazard Insulated ‘Wire Wor 
Heineke Co. 
Heller Bros. Co. 
Heller & Co., W. 
Hibbard, Spencer, Sartictt Co.. 
Hilger Co., The 
Hindley Mfg. Co. 
Hoffman Co., H. ...csceeeseees 
Hoover ©0. ..ccccccoccccccess 
Hoppe, Inc., Frank A. 
Hotel ‘Benjamin Franklin ...... 
Hotel Dennis 
Hoyt & Worthen Tanning Corp.. 
Huenefeld Co. 






Imperial Bit & Stamp Co. 
Independent Lock Co. 
Indestro Mfg. 
Indiana Steel & Wire Co. 
Ingersoll Steel & Dise Div. Borg- 
Warner Corp. 
International 1 gene Co., Ine. 
Inventory 
a Glue Div. 


J 
Jackson Mfg. Co. .........-++ 
Jaye Mfg., Imc. ......eeseeees 
Jennings Mfg. Co., The Russell 
Tones & Laughlin Steel Corp. 
Judd ©o., Inc., H. L. ....200- 
K 
Keene Machine Co.. 0. 8S. .... 
Keil & Sons, Inc., Francis ..... 
Keuffel & Esser Co. ......+.-++- 
Keystone Steel & Wire Ge ccers 
Kimble Glass Co. ......--.+4+5 
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R. MURPHY’S stay-sHARP 
ROOFING KNIVES 





THIS SPLENDID 
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Klein & Sons, M 
Kofee Koil Sales Co. 
K-R-O Company 


Lamson & Sessions Co. 
Laughlin Co., Thomas ......... 
Lead Industries Assoc. 
Libbey-Owens-Ford Glass Co. 
Lightmore Appliance Corp. 
Lincoln-Schlueter Floor Machin- 


Ore TORT 
Lockwood Hdwe. Mfg. Co. 


Lowe Brothers Cogeses. The 
Lufkin Rule Co., The 


M 


McCormick Sales Co., Inc., Lron 

Glue Aree 
McDonald Mfg. Co., A. Y. 
McGill Metal Prods. Co 
McKinney Mfg. Co. 
Majestic Company 
Manning-Bowman Co. 
Marble Arms & Mfg. Co. 
Master Lock Co. 
Master Rule Mfg. Co., Inc. 
Maze Company, -e 3 
Merchandise Mart, The os 
Metal Textile Corp. doe6eeepes 
Miami. Cabinet iv. 

Philip Carey b 
Micro-Lite Co., Ine. 
Milcor Steel Co. 





Se 6 6:6 c has 0 044.66 
Moore Enameling & Mfg. Co., 
TRO cccccccccccescosscccece 
Moore Push Pin Co. 
Morse Twist Drill & Machine Co. 
Mossberg & Sons, Inc., O. F.. 
Murphy’s Sons Co., Robert ..... 
Murray Ohio Mfg. "Co., The .... 
Myers & Bros. Co., The F. F... 


N 


National Lead Co. 
National Mfg. Co. 
National Screw & Mfg. Co., The 
New Haven Clock Co., The .... 
Ney Mfg. Co., 
Nicholson File Co. 
Noblitt Sparks Ind., Inc. 
Norcross & Sons, C. 8 
Norge Division ........-+...0+- 
North American Press, — sake 
North Bros. Mfg. Co. 
Northwestern Steel & W ire Co. 
Norton Abrasives ............. 
Norton Lasier Co. 


Okonite Co., The 
Oliver Iron & Steel Corp. 
O'Neil Duro Co. 
Owens-Illinois Can 
Oxford Tool Co. 








Page Seed Co., The .......... 
Paine Company, The .......... 
Parker Co., Charles 
Parsons Bros. Slate Co. 
Patent Novelty Co. 
Pecora Paint Co. 
Perforated Pad Co. 
Peters Cartridge Div. 
Petersen Mfg. Co. 
Pittsburgh Plate — Co. 
(Pennvernon Div 

Pittsburgh Steel Co. 
Plastic Prods. Company 
Plumb, Inc., Fayette R. 
Plymouth Cordage Co. 
Plymouth Rubber Co., Inc. 
Porter Cable Machine Co. 
Premax Products .........+.-+:. 
Proctor Electric Co. 
Progressive Mfg. Co., Inc. 
Puritan “ordage Mills Pace sues 


Bavbestee- Manhattan, Inc. 
Ray-O-Vac Co. 
Senington Arms Co., Inc. 
Republic Steel Corporation ia eron 
we on Ay Steel Corporation (Wire 

SPMD ed ciweecnrcdaccess 
Reynolds Wire Co 
Rich Ladder & Mfg. Co., The .. 
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| Richards-Wilcox Mfg. Co 


Rittenhouse Oo., Inc., A. E. .... 
Rixson & Co., Oscar C. 
Robertson, Arthur R. 

Rochester Sash Balance Co., Inc. 
Rogers Isinglass & — Ee 
Roper Corp., Geo. D 
Rotenone Prod. Co., Ine. 
Ruby Chemical Co. ........... 
Russell, — & Ward Bolt & 


ut 
Ryerson & Son. Inc., 


s 


Samson Cordage Works ........ 
Sand’s Level & Tool Co. 


| Sandvik Saw & Tool Corp. ..... 


| Schalk Chemical Co. 


| Winchester mapentins 





Savage Arms Corp. ........... 
Schacht Rubber Mfg. Co. 
Schaefer Brush Mfg. Co. 


Schatz Mfg. Co. 
Schlueter Mfg. Co. ........... 
Schollhorn Co, The W m. 
Sentinel Radio Corp. .......... 
—— Wastuese Co. 
Sb — Bronze Powder & Stencil 


Shelby Spring Hinge Co. !:!!:! 


Sherman Mfg. Co., H. B. 
DROWONNERE, “EME. oc cciecsccess 


m * ‘ 
Smith, Inc., Landon P. 
Smith & Sons, Seymour ....... 
Soilicide Lab., Ine. 
So-Lo Works, Inc. 


Standard Fence Co. 
Standard Steel Prods. Co. 
Stanley Tools, Div. of the 


Works, The 
eel Plate Co. 
Stevens Arms Co., J. 

—" Iron Works Co., Inc. 
h 


Swing-A-Way Steel Prods. Co... 


Stan- 


T 


Taylor Instrument Companies .. 
Tennessee Coal, Iron & Railroad 


Corp. Ceceesocconcscooccecs 
Townsend, B. W. .sccccccsees- 
Trico Fuse Mfg. Co. 
TIIWOEE «ooh os ccisiseworvcerses 
Triplex Screw Co., The ....... 
Tubular Rivet & Stud Co. 
Turner, Day & Woolworth Han- 

Ge GB. wcttccschstioteesaess 


Union Fork & Hoe Co., The 
Union Hardware Co. 
U. 8. Steel Corp. 
United Stove Co. 
Universal Equipment Co. 
Utica Drop Forge & Tool Corp.. 


Vv 


Vaughan & Bushnell Mfg. Co... 
Vaughan Novelty Mfg. reek Ine. 
Vent-A-Hood Co., The ......... 
vite ty Products Co. 
Vita-Var Co’ 

Vichek Tool %0., BO vestsnvess 


w 
Wabash Appliance Corp. ....... 
Wagner Mfg. Co. 

Wall Rope Works, Inc. 
Warren Tool Corp. 
Warwood Tool Co. ........+..-+- 
Washburn Co., The ........... 
Western Cartridge Co. 
Western Hdwe.-Implement Show 
Westfield Mfg. Co. 
Westinghouse Electric 

Co. 


Wickwire Brothers .... 





Wiss & Sons Co., 
Wood Shovel & "ool Co. 
Wooster Brush Co. 
Wright Steel & Wire Co.. G. F 


Y 


Yale & Towne Mfg. Co., The ... 





























LINE OF WORK 
| KNIVES 
Shoe Knives 





No. 
No. 1, 


STAY-SHARP Roofing Knives are made 
Kitchen Knives from the finest work knife steel, uniformly 
Paper Hangers’ hardened and tempered. Made so no play 
7 Knives or wobbling of handle is possible. Murphy's 
Stencil Knives Knives are famous for quality and dura- 


0, 2” blade 
22” blade 


ae — ence bility. Workmen recommend them to one 

Shirt Knife another . .. to your profit. Stock up NOW! 
andies 

Extension Blades Robert Murphy's Sons Co., 


Butcher Knives . Est. 1850 


Ayer, Mass. . . 










































Balanced FOR SALES 
Balanced FOR PROFITS 


This balanced assortment from 
“The Tool Box of the World”’ gives 
you 12 Stanley Nail Hammers 
. every one a fast seller. 


| STANLEY ] 


TRADE MARK 


Order From Y our Jobber 


STANLEY TOOLS 


New Britain, Conn. 

















































The SIGN of SECURITY 
in DEALER PROFITS 
and CUSTOMER 
SATISFACTION 


Makers of fine Padlocks, Night 
Latches. Door Closers, Key Blanks 
and Key Cutting Machines. 


INDEPENDEN 
LOCK COMPAN 
Fitchburg, Mass., U.S.A. 


Branches in all principal cities 


The Symbol 
of Supreme 
Lock 


| Protection 


T 
Y 


| | 














of plenty of new live rub- 
ber that stays alive. Doesn’t 
out. Extra adhesive. 4 sizes 
1, #2, #4 and #8. In dis- 
play containers, as shown. 


BULLDOG 
Friction, 





BOSTON WOVEN HOSE & RUBBER CO omy Mass 












Simplify Your Stock Taking with the 
Harpware Ace Waite Inventory SHEETS 


Actual size of sheets 99 by 12 inches over all; writing area 


8, by I1'/% inches. Sheets printed on both sides of good — 








white bond paper, with 28 entry lines on each side. PRICE $1 
for 200 sheets (400 pages) plus 25¢ mailing charge. 





o 
You can make your annual inventory taking an the best ever—they are even more simple, more 
easier, surer job by using the HARDWARE AGE convenient and easier to use. Our entire effort 
WHITE INVENTORY SHEETS which 1,000 was directed toward making your annual inven- 
leading retail hardware dealers helped us design. tory taking an easier and surer undertaking. 
From the many suggestions received this sheet These WHITE INVENTORY SHEETS will 
was designed to sell at a new low price—200 fit the HARDWARE AGE Inventory Sheet Bind- 
sheets for only $1, plus a 25¢ mailing charge. As ers which are used by thousands of dealers who 
these sheets are printed on both sides of good reorder their Inventory Sheets from us year in 
white bond paper, this means you really get 4nd year out. 
400 pages of inventory record sheets. Each side Due to the exceptional low price at which 
of the sheet has room for 28 items. Your $1.25 these sheets are sold and which applies to the 
investment provides inventory space for 11,200 United States and its possessions only, please 
items. have your money order or check accompany 
During the past years, thousands of retail hard- your order. 
ware dealers and wholesalers have used millions Make your inventory taking this year easier 
of HARDWARE AGE Inventory Sheets because and surer with these WHITE INVENTORY 
they found them simple, convenient and handy SHEETS. Use the coupon below to order your ' 


to use. The WHITE INVENTORY SHEETS are 
































supply today. 


pacsssuscasssecnsncacesenncensen it MO COUPON ocnccccccocsccncecennsanenssedes 


HARDWARE AGE 
239 West 39th Street, New York, N. Y. 


Gentlemen: . 

Here is my $.............. Please send me.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
charge}. Also send me.......... Binders (50¢ each). Send these to me by return mail. 
UE Nore de ht wk beekdash.s 3 40h deeek wrk + o006 sk Sees Ress IE ico iiss Seen bes oo BA Belge akin oe 
RA 2 ec RED sy Boe Ps, Ribas | RETA nltamet apn pee et dee ios os 


82 HARDWARE AGE 





g » NEWARK » NEW JERSEY - U. S.A. 


PAINT ENGINEERS SINCE 188 
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& DIAMOND EDGE IS _A_QUALITY PLEDGE “« 
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Shapleigh National Series No. 2290 HARDWARE AGE 








